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Volu 
A brand new idea in Display Lighting. 
It fills the window with a flood of 
direct light having a powerful beam of 
Footlight reflected light in the center. A most 
effective unit for lighting your spring 
Displays. 
The effectiveness of your displays depends largely upon your 
aN selection of the display lighting equipment. Even your 
Hy “ best display is improved by proper lighting. Plan 
Ma, your spring displays NOW. We'll plan the 
ae %+ &, lighting for you. There’s an X-Ray Re- 
4s 5° ig flector for Every Lighting need. — 
%, ot 4° a tigch, et 
Fe “o. 2 is Men 
wo ESR CTOR CO 
v4, ere Se NATIONAL XRAY. REFLECT MPA 
ae Oy 07% a “y 
% ee SL ONEW YoRK CHICAGO LOS ANGELES 
_ an i h 
: Engineers in all principal cities 
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€Gernice 


Decorative Fabrics of Distinction 


N 


High quality brilliant lustre for dis- 
play purposes unequalled. A staple 
decoration for windows in 30 colors. 


Widths 24, 36 and 50 inches. 





—— ” ain our Regence Silk Plush. Widths 24, 
36 and 50 inches. 





Regence Supersilk Plush design made in 30 colors to match 


: A rich grosgrain faille in lustrous 
R e g e nce C a lc ust lk colors of one and two tone. Adapted 
: 2 aaa aos me especially for draping and - window 
trimming in 20 colors to harmonize 
with any color scheme. Width 50 

inches. 





The new non-fade drapery of excep- 
R e g ence V elo reen tionally high lustre. This material 
2 hangs in soft luxurious folds. Par- 
ticularly adaptable for a background 
where inconspicuous splendor is de- 
sired. Excellent for puffing in men’s 
forms. Made in 10 colors. Widths 
36 and 45 inches. 


Regence Silk Velour = in 20 colors. Width 50 








The Regence Line is carried by leading fixture houses in the United States and Canada 


CALCUTTA BURLAP COMPANY 


Incorporated 
17 MADISON AVENUE . . NEW YORK CITY 





N 
Ny 
N 
Nj 
Ni 
N 
NY 
Ny 
N 
N 
NY 
N 
N 
NY 
N 
NY 
NY 
Ny 
Ny 
N 
Nj 
Ny 
N 
N 
Ny 
NY 
N 
N 
N 
N 
N 
N 
N 
N 
\ 
N 
N 
Ny 
Ni 
N 
N 
N 
NY 
Ni 
N 
Ny 
Ny 
NY 
NY 
NY 
NY 
NY 
NY 
NY 
N 
NY 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
N 
NY 
NY 
NY 
NY 
NY 
NY 
N 
N 
N 
NY 
N 
N 
N 
N 
N 
N 
N 
S 
N 
N 
N 
Ni 
N 
N 
Ni 
N 
NY 
Ni 
Ny 
N 
Ny 
Ni 
NY 
NY 
N 
N 
N 
NY 
S 
N 
N 
N 
N 
NY 
Ny 
NY 
N 
N 
N 
N 
N 
N 
N 
N 
N 
NY 
S 
N 
Ny 


ULL LLL LLL LLL 





THE DISPLAY WORLD 

















A Program Designed to Build 


——One organization functioning in the interest of the general profession of 
mercantile display in accordance with substantial and liberal organization princi- 
ples, which may be fittingly called a Program. 


——One organization builded on a foundation of business ability and a desire to 
serve the interest of the entire profession and those interested in its expansion 
rather than one designed to function in a limited degree of effectiveness. 


A constructive and constantly functioning Educational Department, or Com- 
mittee, whose duty it will be to engage itself in the work of preparing and placing 
at the disposal of all members constructive material that may serve in the general 
plan of display development, and to also design ways and means to effectively pro- 
mote the importance and practice of display through the more general merchant 
appreciation of display value as a factor in sales making. 


Regular Educational Conferences of State Associations with detailed reports 
of activities submitted to Educational Division of the International Association. 


Interchange of Ideas whereby constructive suggestions and experiences as dis- 
closed by members of display locals at regular meetings will be recorded and copies 
directed to all other affiliated display clubs. 


A Speaker’s Bureau. operating at the expense of the International Association 
whose duty it will be to sponsor and acclaim the power of display at every pos- 
sible opportunity. Addressing merchants’ conventions, conferences; advertisers’ 
conventions, ad club meetings and the many other business sessions affording an 
opportunity to gain prestige for display advertising. 

The indorsement, encouragement and practical introduction of debates in 
which representative displaymen take issue with other exponents of varied forms 
of advertising. 

The acceptance of any plan that may be employed to assist in display devel- 
opment, such as close co-operation with Central Lighting Stations, National Ad- 
vertising Campaigns, etc. 

A well planned and concerted campaign to bring about the general accep- 
tance by merchants of the practical and advisable plan of placing the executive 
authority of the display department under the complete supervision of the Display 
Manager. 


The substantial support and co-operation to the cause and work of the Dis- 
play Service Specialist. 


One great organization of the representatives of the Display Industry, sup- 
plementing the constructive plans of the International Association and function- 
ing as a unit in itself but in harmony with the International Association. 


The broadening of the Publicity Committee to include representatives of all 
business and trade papers publishing departments in the interest of display devel- 
opment in order that maximum publicity efficiency may be attained. 
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Increase Sales 


A Sure Way to 





on Buster Brown Shoes is 
to feature them properly on 
fixtures especially designed 
for the correct displaying of 
children’s shoes. 


Complete Set 
only $61.00 


consisting of 


—-< 


1 No. 2251 Screen _______ $20.00 
1 No. 2270 Three-Top 

CS * ae ee eae 14.00 
1 No. 2252 Table .________ 7.00 
1 No. 2253 Plateau ______. 5.00 
6 No. 2260 Infants’ shoe 

stand, each $2.50_____ 15.00 


Total cost____$61.00 


In ordering the above fixtures, 
specify the finish that is desired. 


A Sales Developer 


We are passing along this real 
tip in the interest of merchants 
desirous of increasing Buster 
Brown sales, but it will stimulate 
sales in all departments of your 
store. 
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Baby Fixtures in Your Windows are Good 
Foundation Builders for Future Business 








Our Display 
Contest 


Open to all Buster Brown dealers. 


Three special prizes for best dis- 


plays featuring Buster Brown 
Shoes: 
FIRST PRIZE....-<2 $25.00 
SECOND PRIZE_-_-__- 10.00 
THIRD PRIZE_--____- 5.00 


Every merchant or display man 
participating in the contest, sending 
in a photograph of the window dis- 
play with name, address, and date 
on the back will receive a worth- 
while prize. 

Buster brown display cards for 
creating effective displays  fur- 
nished to our dealers on request. 








These fixtures are dedicated to “His Maj- 
esty,” the baby. 
exact miniature reproductions of their older 
brothers and 
Finished in colors which further carry out the 


Tiny in size, they are the 
sisters in our Period Designs. 


“juvenile idea.” Come in delicate 
shades of gray, pink and blue 
ivory, and various dainty com- 
binations. 


How to Use Them 


The practice of “spotting” 
your display with infants shoes 
here and there often tends to 
litter up the floor of your win- 
dows with bright patches, thus 
detracting from the chief pur- 
pose of your display. 


fn connection with the big dis- 
play the “Junior” fixtures serve 
as concentrators and are ar- 
ranged to focus attention. They 
can be formed in excellent units 
for counter and central show 
case display. 


Above all, there is something 
about the display of “Kiddies” 
things on the average adult 
which exerts influence that Hits 
Home. They make your display 
have an added “human interest 
value—which pays well. 


Drowns Duos Gowrgaiaadars. 


Saint Louis 


STANDARD FOOTWEAR SINCE 
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Special Features in This’ Issue 


aR N analysis and appreciation of the import- 
va ance of the artificial flower industry as it has 
(ae effected its influence in the evolution of mer- 
handising methods, forms a subject of tremendous 
importance. 

Few of us, it is feared, have fully accredited this 
industry for the inestimable benefits to merchant and 
displayman resulting from the distinctive introductions 
hat have manifested their constructive importance in 

more efficient method of merchandising and more 
discerning and skilled proponents of display art. Such 
n appreciation, or analytical review, appears in this 
issue and forms a major feature of an issue replete 
vith constructive and inspiring departments. 

In this issue are articles and display examples from 
authorities whose fame is known wherever display is 
practiced, and, it will be noted, concern and discuss 
display, not from the limited local view, but in the 
keneral application to the extensive scope of the art. 

The third article of Mr. Henry Sherrod’s series 
appears with this issue and presents some pertinent 
and timely advice on the use and abuse of Egyptian 
ornamentation. Mr. Sherrod’s ser:es concerns the gen- 
tral subject “Ornament,” and the articles now appear- 
ing in The Display World comprise the first attempt 
0 cover this important subject in any publication issued 
in the interest of mercantile display. 

The second article of Mr. J. Walter Jolinaost’s 
seres on Backgrounds will be found instructive, and 
incidentally, it might be stated that Mr. Johnson is 
offering original artistic conceptions the equal of which 
has never before been evidenced in a similar series of 
articles. Like the other feature writers for The Dis- 
play World, Mr. Johnson’s reputation is national, and 
he has repeatedly been honored in local and national 
art contests. ; 

Raymond T. Whitnah is another figure of national 
importance in the display field, and a display champion. 
Mr. Whitnah has put much thought into the subjects 


comprising his series, as a review of his article in this 
issue will indicate. This artist is a keen thinker as 
well as a “doer,” and we can promise a series of 
articles chock full of constructive thought. 

The articles of Ellsworth H. Bates are bringing the 
author added prestige, and no day is brought to a close 
without the receipt of expressions commending the 
excellent contributions of Mr. Bates. His article in 
this'issue, “Displays Do Not Always Make Sales,” will 
benefit every displayman and merchant who reads it. 
A keen knowledge of the principles of merchandising, 
combined with rare display genius, equip Mr. Bates 
admirably for his work of assisting display develop- 
ment through the publication of constructive articles. 

Detroit boasts a men’s wear displayman and card 
writer the equal of any in the profession in A. A. 
Hansen. We'll take no side in the controversy, but 
can confidently assure displaymen that if Mr. Hansen 
is not the equal of the best, the margin designating the 
line of separation must be noted only through some 
microscopical assistance. Read what Mr. Hansen says 
about price tickets. ‘ 

Merchants as well as displaymen will find the ap- 
preciation of display value as expressed by Mr. D. C. 
Keller of unusual interest, and this national figure in 
the field of retail merchandising introduces a few 
powerful jolts for the merchant who has failed to apply 
the modern atceptance of display force to his program 
of merchandising. 

Other contributors to this issue who are men of 
national importance in the mercantile and display world 
and whose expressions are regularly included :n Dis- 
play World issues include: J. Duncan Williams, whose 
name and fame is synonymous with display perfection ; 
N. W. Townsenr, lighting efficiency engineer of the 
General Electric Company; B. A. Rainwater, master 
card writer; H. W. Weaver, Willard D. Hart, J. Fred 
Tracey, H. H. Adler, W. B. Geissinger, Dave E. An- 


derson and others. 
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e July issue of The DISPLAY WORLD will contain a complete report of the ietaiaes of the 26th annual 
convention of the International Association of Display Men, and will comprise the Fall Inaugural Number 
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You Can Now Get Frankel Famous 
Period Display Fixtures In Either Metal or Wood 


In Metal, they carry the famous Frankel guarantee—that they will give satisfac- 
tory service whether they are in use one month or twenty years. 

In Wood, they are made of the finest kiln-dried lumber, glued in small sections 
and hence, positively will not warp. 


Both are exquisite in their finish which etéetly duplicates 
Circassian walnut. Send for our catalogs A, B, C, D. 








1146 Broadway (PERIOD DISPLAY Fixtures} 


Established 1888 








at 27th St., New York 








ay. E $ 
Italian Renaissance Italian Renaissance Italian Renaissance Italian Renaissance 


Hat Stand Tee Stand Lingerie Stand Tabourette 




















WE HAVE MOVED TO THE 


PENT HOUSE ON THE ROOF 
OF THE TERRY & TENCH 
BLDG., 135-141 MADISON AVE., 
COR. 31st ST., NEW YORK CITY 


C. E. STEVENS & COMPANY 


MAKERS OF FINE WAX FIGURES 
TELEPHONE MADISON SQUARE 3464 
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—JACH page of this issue, like all other pages 
“4 of issues that have preceded it, acclaims the 
} importance of the displayman as a force in 


astically acknowledges his vital contribution to the 
program of display expansion, and congratulates 
him on his contribution to the most effective and 
scientific program of business efficiency. Adver- 
tising men, department managers, publicity direc- 
tors and merchants have all been commended be- 
cause of the part they have played in the evolution 


of mercantile business and particularly because of 


the progressive spirit that has peculiarly evidenced 
itself in that phase of modern selling known as 
display. 

All have contributed to the development of the 
art, and with them have been the trade and business 
publications, each assuming full credit for the part 
ithas played. Yet, there is one element, one tre- 
mendous force of good that has been constantly, 
though unintentionally we presume, ignored. We 
refer to that body of keen, alert, enthusiastic sales 
representatives of the display industry. The men 
who do as much, if not more to expand and develop 
the practice of display than any other body or in- 
strument associated with the profession. 

These men bring the message of display to all 
corners of the country and often through demon- 
stration prove to some skeptical merchant the real 
sales power of appropriately arranged displays. 
Frequently have they been instrumental in stimu- 
lating that appreciation of display that has made 
for the profession a staunch supporter with the 
subsequent provision for one more display man- 
ager’s position. Such examples are beyond com- 
putation, but they are many and have served to 
assist in an inestimable degree the program of dis- 
play development that is every day gathering a 
momentum that will eventually elevate the art to 


a position of generat acceptance as the undisputed _ 


leading force in sales creation. 
A word in behalf of these salesmen—display 
boosters, is but an insignificant manifestation of a 
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genuine appreciation of their importance in the 
display profession and its industry. Someone has 
said that appreciation, the frank evidence of it, 
stimulates greater things, and if this reference will 
but awaken the displayman to the intimate part 
played by the salesmen in the advancement of the 
profession it will have served some good purpose. 

If it will result in a better understanding on the 
part of displaymen concerning the display sales- 
man with the according manifestation of co-oper- 
ation much will have resulted. 

Too often, we fear, have there been evidences 
of a lack of appreciation of the salesman’s attach- 
ment and importance in the display profession and 
regretfully do we state that this failure to properly 
accept him as an energetic factor in the field has on 
many occasions resulted in actions by some dis- 
playmen and merchants that must be acknowledged 
as discourteous. The salesman of the artificial 
flower house, the fix{..:e house or any other specific 
organization ofthe general display industry, must 
be, and is, a display booster, and as such should have 
the co-operation of every displayman. 

If you, Mr. Reader, have at times failed to grant 
due courtesy to the sales representative on the oc- 
casion of his visit to your city through your failure 
to keep showroom appointments or refusal to view 
the lines, you have automatically evidenced a disin- 
terested attitude concerning display expansion, and, 
perhaps, have allowed unexcelled sources of inspir- 
ation to have passed you by because your own in- 
difference allowed them to do so. 

The rapid and indescribable evolution in display 
beauty and power has resulted in great measure 
from the contributions of the display industry as 
evidenced in the innumerable decorative introduc- 
tions made by them and presented to the profession 
by the manufacturers’ sales representatives. Con- 
sider then, the importance of the manufacturer and 
his salesmen, and appraise them as an important 
factor and power, contributing equally, though in 
varied form, with your own manifestations in the 
interest of display development. 
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Wrought Iron 
Display Fixtures 








A new line of Wrought Iron Dis- 
play Fixtures. 







Complete with all practical Display 
Fixtures. 















A very attractive and unusual De- 
sign in hand wrought iron. 


All Papier Mache 


Costume, waist and blouse forms 
of latest and correct design, made 
to be correct in size and shape 


to fit the latest style of ladies’ wear- prrerag een 
ing apparel. A good form to assist in the arrangement 


of fabrics for drapery purposes. 


















Costume Form 





When at the I. A. D. M. Convention see 
Booths 13 and 14, Hotel Winton, Cleve- 
land, June 18-21 


A real surprise is waiting in the way of 
an unusual Design, adapted for Display 
Fixtures. 


Don’t fail to pay the booths a visit and 
see for yourself. 
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The Incomparable Factor in Selling 


No other factor or element increases sales to a greater degree than an 
appropriate presentation of the merchandise that is for sale 


By D. C. KELLER 


President, The Dow Drug Co., Cincinnati 
President, Cincinnati Association of Commerce 
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A, ERCHANDISE displays in retail stores make 
A) no appeal to persons who are blind. I believe 
(AX these are the only persons who are not more 
or less influenced by proper displays of merchandise in 
show windows and store interiors. While the blind 
are not influenced directly, yet I can easily imagine that 
displays sometimes appeal to them through the eyes of 
others who communicate their observations to the blind 
persons. I cannot believe that there are many persons 
who will assert that merchandise displays have no value 
whatever, but there must be many retail merchants who 
believe that the value of displays is small and inconse- 
quential, because otherwise these merchants would pay 
more attention to such an important matter. 

There is no one thing that increases sales to any 
greater degree than a proper display and presentation 
of the merchandise which is for sale. Very few people 
ever buy an apple, or suit of clothes, or a tooth brush, 
or a cigar, without first having at least seen, if not 
carefully examined, the article. In fact, merchandise 
which is intended for sale to the customer is quite gen- 
erally packaged and dressed up in such a manner as to 
make a practical appeal to the eye. Take, for example, 
almost- any article of toilet goods, or a box of cigars, 
or a cake of soap—these articles, so far as their intrin- 
sic value is concerned, would be the same if they were 
wrapped in an ordinary piece of brown paper or an 
inexpensive cardboard box, but the manufacturer un- 
derstands that in such a case there would be no appeal 
to the eye of the customer, and so he puts his tooth 
paste in a very attractively lithographed metal tube, 
puts his cigars in a substantial container with attractive 
lithographs covering the entire box, and he wraps his 
soap carefully in a very neat, if not ornate, wrapper. 








The retail merchant, therefore, who attempts to 
sell his wares without capitalizing on the manifest value 
of this principle is not merchandising correctly. It is 
true that in most instances after the buyer has deter- 
mined to purchase any particular article, and has spe- 


cifically called for it, he will probably be shown that 
particular article in its attractive package, or in its 
attractive nakedness, if it is an article not packaged. 
There is, of course, some value even in this, but it is 
small, because the sale has already been made practi- 


‘cally before the customer entered the store. 


In order, therefore, to realize the most value from 
the human disposition to be attracted by beautiful 
things, it is necessary to begin to display long before 
the sale is made or even thought of. The real advan- 
tage of displays is not simply to please the customer 
after the sale has been consummated, but it is to attract 
the individual and to create in his mind a disposition 
and a desire to purchase the articles which are dis- 
played, or in some cases, probably, to remind him of 
his desire for such an article. 

‘Moreover, proper window displays and interior dis- 
plays of merchandise are important factors in creating 
good will. Even though they do not at the moment 
result in actual sales, they tend to create in the mind 
of the observer a conclusion that the retail establish- 
ment which exhibits its wares in such an attractive and 
pleasing manner must be a successful and prosperous 
institution, and must be one which is dependable and 
from which it is perfectly safe to make purchases. 


It is impossible for me to tell what proportion of 
our sales volume is contributed directly through our 
displays, but I am convinced that it is quite consider- 
able. I am so thoroughly convinced of this, that my 
company is spending a very large amount of money 
each year upon its display department, and when we 
build a new store there is nothing to which we give so 
much attention as the matter of arranging accommoda- 
tions and facilities for window displays and displays 
in the interior of our stores. Take, for instance, the 
new store which we will shortly open at Fifth and 
Walnut Streets, in Cincinnati, in the new Hotel Gib- 
son. Our show windows are large and have been de- 


. signed with the greatest of care and under the most 
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competent advice. They are specially built after a 
new design of our own, and are constructed of the 
finest material possible to buy. To the proper lighting 
of these windows we have given a great amount of 
consideration, and have made an investigation that was 
almost country wide to secure the best possible lighting 
system. 

In the interior of our stores we use every possible 
foot of show cases and wall cases, both being con- 
structed with the one single idea of properly and at- 
tractively showing the merchandise which we will put 
into them. All these interior cases will be specially 
electric lighted. Is it reasonable to assume that a mer- 
chant with a large and long experience behind him 
would go to this extraordinary pains and expense to 
secure good displays unless he were definitely and posi- 
tively certain that these displays were of real value 
and importance in the sale of merchandise? 


But suitable and convenient show windows and 
interior cases will not of themselves display merchan- 
dise, and no matter how high class these fixtures may 
be, their usefulness may be greatly diminished, if not 
entirely prevented, by putting into them improper mer- 
chandise or by. putting into them proper merchandise 
inappropriately located and arranged. I would rather 
have an ordinary window or an ordinary case and have 
in it the proper merchandise properly arranged, than 
I would to have the most perfect fixture and have mer- 
chandise crowded into it without skill or judgment. 
We frequently see show windows and cases into which 
somebody has cast more or less merchandise. The win- 
dows and the cases may not be so bad, and even the 
merchandise may be fairly suitable, but the manner in 
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which the whole thing is arranged makes the resy| 
entirely ineffectual and sometimes a positive detriment 

It doesn’t require any extraordinary skill or any 
unusual art to be able to make a fairly representatiye 
and effectual display. Of course, a man or woman of 
experience and ability in this direction will do the beg 
work, but all that is ordinarily needed is good taste 
good judgment, and some idea of order and neatness, 
together with some knowledge of what sort of mer. 
chandise should be displayed. The manager or the 
proprietor of any retail establishment, no. matter hoy 
small or unimportant, can easily give a few moments 
of thought to this subject and a small amount of effor, 
which will produce surprising results in sales stimula 
tion. 

If I were running a little corner drug store or a 
small retail establishment of any kind, I would care. 
fully read my trade journals and my display journal, 
such as The Display World, and in less than no time 
I would be able to make displays which would put me 
just one lap ahead of my competitor who used his show 
windows largely for fly-traps in summer and dust and 
dirt accumulators during the entire year. 





















Of course, it is necessary to wash windows and 
keep them neat and clean, but so is it necessary for the 
proprietor to wash his hands and face and to keep his 
person neat and clean if he expects to make a sale. 





SILVER LOVING CUP WON BY DALEY 


F. B. Daley, display manager for Roos Bros., Oakland 
California, has been awarded a beautiful silver loving cu 
for the best window display arranged in conjunction with 
the Aahmes Shrine Circus and Style Show, presented m 
Oakland during the early days of May. 


| 
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Building Displays to Sell Merchandise 


The display manager’s duty is to sell merchandise and he should have 
sound knowledge of those elements entering into modern methods 


By TOM LESLIE 
Counsellor in Window Displays, 
National Association of Retail Clothiers, Chicago, III. 






< NN these days of intensive competition when 
Ce ea) every merchant must strive to the last de- 
> gree toemploy modern merchandising methods, 
the retail store may be compared to a chain made 
up of links, such as the link of service, the link 
of shrewd buying, the link of salesmanship, the link 
of advertising, and the greatest link of all, window 
display. It may be definitely said that no store is 
more powerful than its weakest link. If there is 
a weak link, that one may cause the whole business 
to fall behind. The weakest link in the past, as 
a general rule in the retail store, has been display. 

A window display must be more than a mere 
arrangement of goods to make an artistic showing. 
It must be a window that sells, a window that is 
built on selling ideas to revive all other means as 
a medium of sales. The modern merchandising 
window display must be composed of the four fun- 
damental laws of selling; first, to attract attention; 
second, to arouse interest; third, to create a desire 
to buy; fourth, to influence to purchase. 





Attention Value First Consideration 

Of these four, to attract attention is the most 
important, also the most abused. How many times 
while walking down the street have you been at- 
tracted to a window display, and after inspecting it 
wonder what was the pulling power that made 
you stop and look. It may have been a beautiful 
bouquet of flowers, some picture of the events of 
the day; or a touch of human interest added to the 
window. 

Human interest used in window displays is 
probably the greatest medium of attracting at- 
tention: I mean by human interest that in special 
backgrounds where paintings are used, some pic- 
ture that brings back to you something that has 
happened in the past is a great factor in attracting 
attention. For instance, in children’s windows the 
nursery rhymes on special panels invariably at- 
tract grown-ups as well as youngsters. In a win- 
dow display recently shown of this type, by actually 
counting, a greater number of grown-ups were at- 
tracted to this display than were youngsters. It 
brought back to them the fact how really grown-up 
they were and how long it had been since they had 
read those dear nursery rhymes, and it was pleasing 
to’ see the ‘effect that this type of human interest 
display had on the public. : 


‘abused. 


One of the most important features in the con- 
struction of window displays to attract attention is 
the making of a setting for the merchandise. If 
you have no background or special setting, a vase 
of flowers, a rug, a silk drape or yardage of velour 
to drape through the fixtures, will serve the pur- 
pose. Oil painting of styles, posters of fashions 
for which manufacturers spend thousands of dol- 
lars at the present time to have the leading artists 
of the country paint for them, attract attention. 
And it is regrettable to see how few merchants take 
advantage of these beautiful posters. 


Trick Displays of No Value 
The trim attracting attention has been greatly 
I mean by this that some merchants pride 
themselves on creating so-called trick displays, 
which I will admit attract attention but have no 
merchandise value. A trick display is a display of 
something entirely foreign to the merchandise for 
sale. A very good example of this was shown recently 
when a custom tailor in one of our large cities dis- 
played some piece goods in his window. The piece 
goods in. itself would have attracted the attention 
of any man or prospective customer who was de- 
sirous of getting the very latest in style and fabric 
in a suit. This merchant talior overdid his display 
by making a trick display out of it. He used in the 
center of his window a real, live, very large south 
American snake, one of the most deadly reptiles 
known. The snake certainly did attract crowds, 
and the crowds saw nothing but the snake. They 
paid absolutely no attention to the merchandise dis- 


played in the window and but very few could tell 


the name of the store where they saw the display. 
The merchant gained practically nothing of a mer- 
chandise value from this display. In fact, he lost. 
People who were really interested in the merchan- 
dise in the window could not get close enough to 
the window, or spend the time to inspect it. It is 
an old. saying that merchandise well displayed is 
half sold. The only thing well displayed in this 
window was the snake and that’ was not for sale. 
Merchants are fast learning that these displays are 
a detriment to their business. 

We now come to the second important factor 
in building modern window displays, the arousing 
ofinterest. I think that perhaps the most important 
item in the plan to arouse interest is the show 
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card. If the copy is right, brief, to the point; if 
the composition is right, neat but not overdone, 
the show card does more to interest the public 
than anything else. The show card carries the 
message of the window display. Show cards and 
posters should be made to read at a distance of 15 
feet. The show card, whether it be artistic of not, 
should be neat and legible. As a suggestion for 
the type to be used on show cards at this time, 
the modern art type used today, or, as it is generally 
called, poster type, used extensively by motion pic- 
ture firms for their titles, is the most popular for 
the reason that at least 50 per cent of the American 
people go to the movies once a week. These titles 
are all lettered in practically the same style, and the 
public is getting so it can read this type at a glance. 
Using that style of type on show cards is making 
the window card just that much more effective for 
the reason of its easy legibility. 


Displays Should Be Understandable 


One thing to remember in making window dis- 
plays is to make them as simple and as easily under- 
standable for the public as possible. In no way 
can you aid in making it easier for the public than 
to make a show card that is easy to read and easy 
to understand. Wherever it is possible to use 
prices, they should be shown. At the present time 
most of the buying is done with but one thought 
in mind, and that is price. 

To create a desire to buy in the modern show 
window takes more time and study than any of the 
four fundamental laws of selling. To accomplish 
this the show window requires the assistance of the 
first two, namely, attention and interest value. We 
are assuming that the display has attracted atten- 
tion, and the necessary interest has been aroused 
to lead up the creating of a desire to buy. Here 
is where detail plays its most important part. 

In order to create a desire to buy, merchandise 
has to be clean. Patterns and designs have to be 
selected so that light colors will be above the dark. 
Never place dark colors above the light. This gives 
a window a top-heavy effect. 

In furnishing goods windows small units of 
jewelry placed in the dark spots have invariably 
been sales producers. One of the greatest features 
in creating a desire to buy is the unselfish display 
of merchandise. I mean by this, in shirt displays 
that the fancy vests can be placed on the form over 
the shirt, and while the main function of this win- 
dow is to sell shirts, the adding of the vest has a 
tendency to also create a desire for this article of 
merchandise. In clothing displays the adding of 
such accessories as canes, hats, caps, neckwear, 
shirts, gloves, shoes, belts will not only create a 
desire to buy and produce real sales but will also 
attract attention and arouse additional interest. 
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Many displaymen have a tendency to create 
window displays the backgrounds of which over- 
shadow the merchandise displayed. The thing to 
remember is that you are selling the merchandise 
in the window and not the background. So, be 


careful not to overdo your background so that it : 


will detract too much it-om the merchandise shown. 


Salesmanship Must Assist Windows 


The fourth step, to influence to buy, is prob- 
ably accomplished inside the store to a greater ex- 
tent than in the window. While some displays pro- 
duce direct sales from the window, the majority 
of displays lead the prospective customers into 


the store. It is then up to the salesman. 
Many merchants have asked what percentage 


they should appropriate for window displays. The 
best solution that I have found is simply this: 
Take a salesman on your force whom you will say 
gets $50 a week. Can this salesman sell as much 
merchandise as your show windows? Is this sales- 
man willing to work every day and every night in 
the year, Sundays, holidays, whether your store 
is open or not? Can this salesman show as much 
merchandise at one time and in as attractive a manner 
as your windows? Knowing that this is a physical 
impossibility for any such salesman to produce 
these results, why shouldn’t any merchant who 1s 
wide-awake, pay his show windows the same salary 
as the salesman mentioned, this salary saved 
weekly in a budget to be used for fixtures, decor- 
ations and various window display equipment? 
This eliminates the continual wrangling of the dis- 
playman with the employer over how much money 
he can spend for his show windows. 


Give Displayman Authority 


Merchants hire department managers to buy and 
run their various departments, leaving the success 
of the department entirely to these managers, but 
how many merchants are willing to give a display- 
man full power in his department? They all seem 
to think that they know more about window dis- 
play than any other phase of their business, when 
if the truth were only known, they know the least. 
The easiest way for a merchant to get poor window 
displays from his displayman is to criticize him or 
allow his department manager to criticize the win- 
dow displays. JI don’t mean by this that sugges- 
tions shouldn’t be offered to the display man, but 
a great many department managers spend most of 
their time criticising the window displays of the 
store. They forget that their display man is com 
stantly making a study of how to sell merchandise 
through the window, that that is his life’s work 
and that he is as much wrapped up in his depart- 
ment and the success of it as they are in the buying 
of the right kind of merchandise for the public. 
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Where | Get Window Display Ideas 


A compilation of expressions from well-known display managers in 
which are disclosed many interesting and profitable suggestions 
concerning the sources of successful display themes 


S}ESPONSES to the query “Where do you get 
y display ideas,” and received by The DISPLAY 
© y WORLD from leading display managers 
throughout the country contain a wealth of valuable 
suggestions applicable to every young man interested 
in the profession of mercantile display art. 





True, suggestions, ideas are all about us and this 
fact has been generally understood, but in the vast 
expanse called ‘everywhere” too often are the most 
fertile spots allowed to escape our notice. It is through 
such queries as the above that these unnoticed sources 
are brought to view, and the responses, coming, as they 
do, from artists engaged in all branches of the genera! 
profession will, undobtedly, be found intensely in- 
teresting and inspiring. A few replies to the query 
follow : 


George E. Prue, Display Manager 
Jordan Marsh & Co., Boston, Mass. 


In no other field of endeavor is there greater inspiration 
to be had than in the profession of window decoration, 
and judging from the rapid advance of this line, within 
the past few years, it is easy to see that display managers 
recognize and take advantage of this fact. 


It seems to be not so much a question of getting ideas 
for display, as sifting out and finding the practical ones. 
Then the most difficult proposition of all is adjusting them 
to the policy of the store and executing them correctly— 
for many a fine idea is lost by working it out improperly. 

Suggestions for windows might well be divided into two 
classes: 1Ist—The regular merchandise ,. window; 2nd— 
Special feature windows. For the former, ideas are usually 
formed upon the moment a window is assigned—atmos- 
phere for that particular merchandise must be created. A 
few minutes of concentration by the display manager, and 
the man who is to arrange the goods, ordinarily brings 
good results—for example: Take a hosiery trim. What 
can we do with that? Well, this is a colorful display, with 
a wide range of shades obtainable. How about making 
arainbow? Another says, “why not make a rose garden,” 
or how about using such and such a background, and chang- 
ing it over in this or that way? No. I guess the rainbow is 
best. Get out the compo board and carry it out. That is 
how our ideas come for regular day in and day out 
windows. 


But good thoughts don’t always come at once. Some 
require only five or ten minutes, while others take days, 
and most window decorators realize that some good dis- 
plays were created right in the window, worked out while 
trimming. Another avenue of suggestion is the big book 
in which all the good windows of the country are posted. 
I do not think any display manager is so efficient that he 
cannot profit by watching what the other fellow is doing. 
This book, magazines, and trade papers are responsible 
ior many good displays. Although one would not actually 
take advantage of someone else’s plan, he might see some- 
thing the other fellow missed, or work it out again along 
entirely new lines, getting entirely different results. 


Before proceeding to the second phrase of the question, 
I would like to remark that all the men in the department 
should be encouraged to think up ideas, then when they 
present a good one, be allowed an opportunity and given 
assistance at working it out, because there are very few 
one man display departments in a store with a large staff 
that are successful. The man that has well treated men 
in his section is bound to profit with ideas from them, for 
ideas are born in every man’s mind, and the best man can 
sometimes have a poor thought, when the last apprentice 
may suddenly think of a splendid plan for the particular 
case. 

Now about ideas in special windows. I think they are 
also in abundance, and the ways to find them are many— 
reading the trade journals and book gives a line on some 
important subject that leads to a display. Then the daily 
papers, the better class ones, with their special feature 
sections, often bring forth a big idea. A trip to some 
other city will show a man that there is considerable differ- 
ence between the way he does it and others, and again, 


sometimes they may not be so far apart. 


During the leisure hours (which are few in this profes- 
sion), thinking of window schemes is not exactly taking 
your work home with you; it doesn’t interfere with your 
pleasure to make a mental note of something you see, hear 
or learn in conversation, for next week it will come back 
when you are racking your brain for an idea for a window 
of housefurnishings, men’s clothing, or one of the hundred 
and one departments in a big store whose buyer thinks he 
should have a whole front of windows on Main Street. 


Lying in bed at night, after an interesting evening 
at the theater, a pleasant Sunday in the country or at the 
seashore, one suddenly thinks of this scene or that and 
wonders how it was it didn’t impress him at the time as a 
good setting for a display. 

The last field for ideas I think of as I write (there 
probably are plenty of others) is the research—an after- 
noon at the museum, library, antheneum, or any art centers 
of your city; a visit to Chinatown or Little Italy, where 
you car. leok around freely through the foreign shops 
and talk it over with some interesting foreigner. Then, 
in different sections of the city, one finds the plaster paris 
workers, woodturners, cabinet makers, metal workers (who 
can say that these places are not interesting?), and one 
is sure to get at least one window idea from a saunter 
around. 

Ideas there are everywhere, excellent ones, also good, 
bad and indifferent ones; all we have to do is sort them 
out and select those that will sell the goods or advertise 
the prestige of our employer. 


Harry W. Hoile, Display Manager 
Rorabaugh-Brown Co., Oklahoma City, Okla. 


Possibly the easiest way to answer the query “Where 
Do I Get Display Ideas?” would be, in one word, “Every- 
where,” or, to be more explicit, “In all manner of places, 
very often unexpectedly.” 

It might be truthfully said that the most elaborate or 
most attractively striking displays were the result of some 
spontaneous thought. A successful display manager’s mind 
must necessarily be ever on the alert for new ideas. He, 





14 THE DISPLAY WORLD 


like the merchant, must meet competition. In the old 
days of display work before the organization of the I. A. 
D. M., the competitors in many cases, were very bitter 
toward one another and they fought each other with their 
respective windows. Today, most of the bitterness is gone, 
but the fight is still on, or perhaps it would be better to 
say that it is now a game. A game of wits and ideas. 
A good, clean game, played clean, by as clean a set of men 
as can be found in the mercantile world. 


And now, getting back to the subject, “Where Do I Get 
Display Ideas,” first, let us consider the merchandise itself. 
If it has an appeal strong enough to create an inspiration 
your idea is bound to come to you naturally. Right here 
let me say it is a great mistake to use window space to 
display merchandise which does not have plenty of strong 
points. This is well understood by all up-to-date mer- 
chants. However, there are thousands of stores still in ex- 
istence that believe in putting merchandise in the window 
which has long since lost its selling appeal. As for ideas, 
these stores never use them else they would be up to the 
minute in displays and every other branch of store oper- 
ation. 

Here is a truth worthy of consideration. The thought 
comes to me as I am writing. Ideas make merchandise 
and merchandise creates ideas. About ninety per cent 
of the merchandise in stores today is the fruit of ideas. 
It is difficult to judge what percentage of display ideas are 
derived from merchandise. There are so many sources of 
ideas for display that it would not be possible to analyze 
each in turn, so let us consider a few as they come to 
my mind. 

Now, suppose a buyer goes to the display manager and 
requests a display of wash fabrics. Providing the time 
is not too limited, the display manager can analyze his 
merchandise mentally and decide on where to seek his 
ideas, as follows: 

Ratine: Worn in sports clothes. Idea: Sports acces- 
sories and setting; or from another angle— 

Ratine: Special purchase, washable fast colors. Idea: 
Proof of washing, or some laundry idea carried out 
properly. 

Nothing must be done however, to cheapen the appear- 
ance of the display. It is up to the displayman to work 
out the idea carefully when he gets it in his mind. The 
foregoing illustration is merely a key to thousands of sell- 
ing ideas. If we concentrate our minds for a brief time 
we can always get an idea from merchandise. The stumb- 
ling block for many has been the execution of their ideas. 
The ideas often come thick and fast to men who cannot 
put them into practice. 

The hardest ideas to decide on are the special event 
stunts which must always be different and yet the most 
elaborate in every detail. Very often we are called upon 
to put in a display for a pageant or some “jump-up” 
event of which we can learn little or nothing, and our time 
is limited. We just get a real idea and put it into opera- 
tion quickly. Sometimes after it is over, we wonder how we 
ever did it with so weak a foundation to start with. 
So after all, it is within our power to get ideas for every 
emergency if we just keep ourselves mentally fit. 

If you have learned to recognize an idea when it comes 
to you, you have nothing to worry about. Ideas are 


everywhere—in poster ads, in theatres, in magazines, in 
merchandise, in buyers’ suggestions, on the streets, in the 
homes, and out in the fields. Sometimes you see ideas, 
sometimes you hear them and again you just think them 
out: but without IDEAS displays would be practically 
valueless and “the better the idea, the more powerful 
the display.” 


Raymond T. Whitnah, Display Manager 
Crosby Bros. Company, Topeka, Kans. 


“Where Do I Get Display Ideas?” A rather difficult 
question for a definite answer, yet I would say, that per- 
haps, many of my background ideas for displays are orig- 
inal as far as originality goes. A suggestion here and one 
there; a unique combination of several, with the supple- 
ment of a rare arrangement suggested in some art or in- 
terior decoration article, often develops into a wonderful 
idea for a display window. Illustrations, posters, trade 
journals, newspapers, cut-service books, etc., furnish an 
unlimited source of information for a displayman. 

Art work furnishes me with more inspirations for dis- 
play windows than any other source. A raise in salary 
also inspires the display idea that I must sell even more 
merchandise through the plate, than I have accomplished 
before, and after all is said and done, we have arrived at 
no definite answer, except that the fellow who is alert, 
and keeps his eyes and ears open can get display ideas 
everywhere about him. 


O. Wallace Davis, Display Manager 
H. Batterman Co., Brooklyn, N. Y. 


At a cost of half a million dollars, The Advertising Club 
of New York has furnished a new club house with every 
convenience, modern and ancient, for its members. The 
institution is not merely a parking, lounging and eating 
place for keen, intelligent men; it is “a University,” “a 
forcing plant,” a “thought factory” and an “idea exchange.” 
I believe the editor had some such conception in mind (at 
somewhat less expense) when he asked, “where do you 
display men get your ideas?” 

I am reminded of the incident of a colored girl rebuk- 
ing her fiance for beating up a smaller rival: “Sam, after 
you knocked that little nigger down you kicked him in 
the face. The devil put that idea in your head. I sure 
got no more use for you.” 

Sam replied: “Se here, gal, the devil may have sug- 
gested my knocking down that coon, but the kicking 
of him in the face was my original idea.” Displaymen are 
often very much like Sam, particularly when we put across 
some clever stunt, we are inclined to acclaim it as our 
original idea. JI well remember calling on an old-timer 
who most seriously informed me that velour curtains, 
pedestal, glass shelves, paper mache, draping forms, and to 
quote his exact words “everything in window trimming is 
mine ;” but those days are over, and we hear less of that 
original bunk, and, I believe, that the less originality, the 
more ideas. 

To tell where I get my display ideas, would be about 
as easy as where do I get the air I breath. In fact, the 
answer must of necessity be very similar, namely, any- 
where I happen to be. By that I mean, that the receptive 
mind receives suggestions from so many sources, that to 
give a specified list of mediums for idea development would 
be to eliminate by far the greater number. 

It’s a safe bet that every man of note in the profession 
has his little “five-foot shelf,” a collection of encyclopedias 
of ornament, decoration, art, and manuals and_hand- 
books for ready use, pertaining to the profession. These 
are of inestimable value—but these are not the source of 
his ideas. No more than the dictionary on the author's 
table is the secret of his inspiration for his “Best Sellers.” 

New ideas are the fruits of imagination. That which 
awakens and stimulates my imagination most, is my finest 
source for ideas. To one man it may be a book, a play, 
or picture; to another nature or the handiwork of man, 
seen in the commercial and industrial world. 

At present we are, most of us, being influenced by the 
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revelations of a certain Egyptian repository, showing that 
“psychological considerations must enter into the work 
of every progressive decorator.” Perhaps to be more con- 
crete, as to where I get my ideas, I believe for strictly 
commercial ideas national advertising is one of my best 
incentives for idea development. 

Here one gets the viewpoint of the manufacturer, or 
distributor, portraited most forcefully by the artist, sup- 
plimented by the word picture of the ad man. For artistic 
settings and ideas I have found my camera a wonderful 
asset. Through it, I can gain helpful composition hints; 
| can work out fanciful lighting effects, and let nature’s 
color combinations reflected on the ground glass tickle my 
mind’s eye into conceiving undreamed of color schemes. 
By its use I can register many pleasing nooks. It may be 
a landscape or an especially pleasing entrance to some 
palatial home. 

Then there are the museums, art galleries, libraries, 
theaters, picture plays, magazines, trade journals, news- 
papers and our every-day environment. There are ideas 
tverywhere—if one is looking. An eye that sees, plus a 
teceptive mind and a little imagination and we have the 
true source of ideas. 





G. Dale Atwood, Display Manager 
J. C. Thorne & Son, Fairfield, lowa 
I might say at the beginning that it is much easier for 
me to “get” ideas than to tell “where” I got them. I think 
The Display World is unusually helpful, and while I do not 
make a practice of copying other men’s work I get some 
valuable hints from scanning its pages. 
At the beginning of my work in the display field, I used 
to take an occasional trip to Chicago and spend my time 
drinking in the wonders of State Street. 
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Display. by George E. Prue for Jordan Marsh & Company, Boston, Mass. 







Then | would come back and try to startle the “home 
town” folks with some honest-to-goodness displays. At 
times I produced some fine effects—again I failed dismally. 

It seems to me there is some ingenuity—a sort of sixth 
sense—that a displayman must employ to create new ideas. 
Sometimes when I am working on a display a thought 
will come into my brain that had not occured before, 
and I wi.l proceed to carry it out to see if it is adaptable. 
By trying to be original and by giving the public some- 
thing different to look at—for the public constantly de- 
mands something different—will bring the best results. 
I like to experiment with an article or piece of material 
just to see what new ideas I might bring forth, and to 
see in just how many different positions and shapes it 
may successfully be used. 

It may sound queer to some but I get some very good 
ideas from the movies. Some of the present-day settings 
of the cinema sheet are wonderful, and with some “alter- 
ation” and “cutting down,” can be worked into a setting 
for your window. And haven’t you seen a beautiful gown 
on the screen that appealed to you to such an extent 
that you tried to execute a similar drape? And some 
clever combinations that you had never thought of before? 
I noticed several women of our city imitating a style of 
hair dressing that had been copied from a movie star in 
a recent picture. Therefore, if hair dressing styles would 
appeal to them, so would a draped imitation of some 
gown, probably worn by some star, appeal to their sense of 
the beautiful. 

If a displayman keeps abreast of the times, keeps in 
touch with the things that are new, ideas will form, and 
new ideas at that, which will give him the right use for 
the right thing at the right time. 


<0 00 


What is considered an innovation in window display 
advertising for men’s apparel is being introduced in the 
display windows of the M. L. Parker Co., Davenport, Ia., 
where E. W. Samsel has charge of the decorating depart- 
ment. Enlarged photographs of actual clothing, hats and 


sports apparel taken from the new Spring stock of the 
“Store for Men” and posed by men of the selling force 
constitute this interesting feature. These photographs 
show the clothes as they actually look when worn by 
representative types of men. 
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The Price Ticket as a Sales Maker 


There are times when the price ticket should be employed and occa- 
sions when it should be omitted—Judgment must determine problem 


By A. A. HANSEN 
Display Manager, The Clayton Co., Detroit 


JUCH constructive effort as manifested particu- 
larly in an article under the caption “Concern- 
“| ing Use of Price Tickets,” and printed in the 
May issue of The DISPLAY WORLD, will manifest 
its influence in no uncertain manner. Such analysis 
of display methods and policies cannot but prove bene- 
ficial, and I, for one, most heartily endorse the pro- 
gressive spirit that sponsors articles of this character. 

The matter of price ticket use is a problem for 
merchant, displayman and shopper. Each is vitally 
interested in one way or another, and any suggestion 
that may effect a more thorough understanding of the 
price ticket and the function it serves in merchandising 
is deserving of diligent interest. 

The eternal cry from merchant and displayman 
concerning the use of price tickets on merchandise to 
be sold, is becoming more general, and the more we 
discuss the problem the more clearly do we appreciate 
the fact that here indeed is cause for consideration. 
Price tickets are either instrumental in creating sales 
or are absolutely unessential, or, perhaps, detrimental. 
Which is it? 

The writer employs price tickets, favors them for 
certain character merchandise and certain prices, at 
certain character stores, and when appropriately made 
and employed considers their employment a valuable 
adjunct in salesmaking. Briefly, judgment must regu- 
late the use of them in every case. They must be 
tastily executed, with readable phrasing, and employed 
at the right time on right merchandise. ; 








From one point of view it is quite necessary to 
have a ticket stating the price just as you may use a 
show card. Without: the show card a great deal of 
interest is lost regardless of the time spent in arrang- 
ing the display or the striking effect of it when com- 
pleted. So also, in some cases, is the omission of the 
price ticket cause for an incomplete presentation. For 
example, take a display without show cards or price 
tickets. Men’s suits or shirts are on display. How 
keenly ‘nterested are you in such a display if you have 
no idea of the price or quality of the merchandise in 
the window? 

Surely, there are exceptions, as in the case of the 
exclusive shops where one or two garments with a few 
elegant accessories comprise the complete display, with 
the gold monogram on the window plate the most pre- 
tentious and attractive item of the store front. Stores 
such as this cater to one kind of trade, and that trade 
is the so-called “best,” most exclusive. At least that’s 
the impression we get from the external appearance. 


These stores attempt to portray exclusiveness, and un- 
der these conditions the price is assumed to be of no 
importance, and accordingly is never granted admit- 
tance to the show window. Then, still considering the 
exclusive shop, patrons or prospects here are interested 
solely in fashion and that exclusiveness that goes with 
it that overcomes the possibility of seeing your gar- 
ment on someone else; that is, another just like it. 


Price tickets on garments have a tendency to not 
only reduce their exclusiveness, but invites com- 
parison by competitors, and the trade patronizing high 
grade, individual shops does not want apparel that is 
placed in the window in competition of price. Patrons 
of these shops want to be known as exclusive buyers, 
they want exclusive control over the style and fabric— 
and under the conditions, they should have it, since 
that is what they are paying for. 

On the other hand, take the store not so exclusive, 
or the store catering to the masses instead of the 
classes. Here is where the price ticket feels at home 
and should be used, with the exception of special occa- 
sions such as at the beginning of a season with its 
presentation of elegant new merchandise. In_ this 
event, however, a small, neat card with maker’s name, 
name of fabric, and season, should be employed. This 
plan does not exclude merchandise of lesser grade with 
price tickets, since several of these numbers may be 
worked into each display. If this plan is followed the 
ticketed garments will stop the shoppers and result in 
attention being directed to the higher priced, unmarked 
merchandise. 

After the seasonal opening trims are on their way 
and more “saleable” instead of “showy” apparel is 
arranged in the wmdows, put on the price tickets, since 
the trade patronizing or interested in the popular class 
of store forms its buying opinion by the prices. And 
this because to them price is more important than the 
exclusiveness of style that determines sales in the so- 
termed exclusive shop. It will be noticed that the 
popular class shoppers read the newspaper advertising 


and compare prices, and further, these shoppers go 


from one store to another comparing both prices and 
styles. 

If the prices are omitted from merchandise displays 
the impression of “high price” immediately arises, with 
the result that frequently no further cons:deration is 
granted this particular display or the store for which 
it has been arranged. If the buying power of a mer- 
chant’s patronage is in what we may term the popular 
class, there-is always that possibility of being misun- 
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Display by E. H. Leaker for The Hub, Chicago. 


derstood. Very often these shoppers become convinced 
that an unmarked gown or other item of apparel is 
very high in price, and the effect tends to scare the 
prospect away. In this condition it is much better 
to omit the garment altogether if no ticket is to be 
used. Summing up, I would urge ticket use for popu- 
lar stores catering to the masses and the elimination of 
the price ticket from displays of the exclusive shop. 
If I may presume upon the patience of the reader, 
I would say a few words concerning the kind of ticket 
to use. Don’t think that a large ticket shouts the 
loudest and longest. The contrary is the case. The 
big ticket looks cheap and, I dare say, will only be used 
ina cheap store. When you must talk convincingly, a 
small, well executed card speaks not unlike the per- 
suasive and refined salesman. It delivers its message 
from the garment in much the same manner. Another 
thing, don’t have too many different sizes in the dis- 
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Note Prices on Show Cards and Garments 


play, but select one size and decide on the color scheme 
and carry this uniformity throughout the entire series 
of your window displays. 

Following is presented a list of items of men’s and 
women’s apparel which have been selected after careful 
consideration, and on which the writer suggests the 
use of price tickets. Undoubtedly this plan (or any 
other, for that matter) cannot be perfectly adapted in 
all popular priced stores, but I believe it can safely and 
profitably be followed in a great majority of them. 
The list : 























Values to Values to 
Men’s Suits ...... $45.00 Men’s Underwear. .$6.00 
Men’s Overcoats .. 50.00 Boys’ Suits ....... 16.50 
Men’s Hats ...... 6.00 Boys’ Overcoats... 25.00 
Men’s Shirts ..... 3.50 Millinery ........ 10.00 
Men’s Silk Shirts.. 6.50 Women’s Dresses.. 35.00 
Men’s Ties ....... 2.00 Women’s Suits.... 5500 
Men’s Shoes ...... 10.00 Women’s Shoes... 12.00 


0<00<—00<—00——0 


E. W. OLIPHANT ENTERS NEW FIELD 
The Card Sign Company has been established in San 
Francisco, with E. M. Oliphant, formerly display manager 
for Reich & Lievre, San Francisco, president and manager. 





F. B. FISHER GOES TO LOS ANGELES 
AS DIRECTOR FOR SWELDON’S 


F. B. Fisher is the new display manager for Sweldon’s, 
Los Angeles. He was formerly employed in a similar 
capacity by the Bart Harvey Clothing Company, Fresno, 
California. 





ARTHUR RUELY 


MAKES CHANGE 


Arthur Ruely, formerly of Ottawa, Illinois, is now in 
charge of the store and window decorating department for 
the F. W. Woolworth Company, Roseland, Illinois. 





MUNCIE CLOTHIER LECTURES ON DISPLAY 
BEFORE AD CLUB MEMBERS 
Herman Marx, leading clothier of Muncie Ind., ad- 
dressed the membengaef the Muncie Ad Club on May 14, 
taking for his subject “Better Window Displays as a 


Means to More Sales.” 


























ITH the many practical display materials now 
at the disposal of every display department, the 
9} task of the display manager has been consid- 
‘mplified over the arduous days of other times, 
when display embellishments and other properties were 
limited, and frequently unsu‘ted in character and quality 


for effective incorporation in the high-class display. 
These essentials and decorative embellishments, al- 


most without number, are the contributions, in most 
part, of the various manufacturing organizations serv- 
ing the display field, and it is difficult to review or 
analyze the history of window display without includ- 
ing a major consideration of the influence these manu- 
facturers have been in elevating the character of dis- 
play to the artistic and compelling force that it is 
to-day. 

Wax figures, almost human; display fixtures of 





=. 





elaborate and expensive furn‘ture pieces; artificial 
flowers and set pieces; painted and appliqued panels, 










quality and style that is not surpassed by the most , 
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Display Property of Practical Utility 


Composition board most useful and versatile essential of the display 
department materials—A few suggestions for effective display settings 


By J. WALTER JOHNSON 
Display Manager and Art Director, Portland, Oregon 


screens and backgrounds ; plastic and composition sub- 
jects; window fabrics, rugs and floor cover.ngs, are 
but a few of the introductions that have so materially 
assisted in the general march of display progress and 
formed a specific element in the simplification of dis- 
play department operation. 

I have failed to mention one introduction, first 
offered as a substitue or utility property, but which, 
through its many practical advantages, has become 
generally accepted as a most important display essen- 
tial. I refer to composition board, and in indicating 
it as an essential 1 am convinced that I have not 
claimed for it any qualification that it can not fill. 

I dare say that there is not a display department in 
this country to-day that does not employ composition 
board in its displays, if not constantly, frequently 
throughout the year. In the biggest store and in the 
smallest store composition board has been an indis- 
pensable adjunct in display execution, and its many 
natural and practical qualities make it a most valuable 





































































Background Suggestion by J. Walter Johnson, Powers Furniture Co., Portland, Oregon 
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and profitable display property. It is the most versatile 
display product known to the profession, and its popu- 
larity is further increased through its qualities of utility 
and economy. 





In the series of background suggestions, offered in 
conjunction with the articles appearing under my name 
in this publication, composition board forms the promi- 
nent display property, and though these suggestions 
will be presented with the purpose of introducing prac- 
tical suggestions employing all known background 
materials, the superior qualifications of composition 
board determine beforehand the advisability of grant- 
ing preference to this material, as it may be emploved 
in background construction and in the formation of 
other items pertinent to store display. 

An investigation into the field of fashion designers 
and artists reveals energetic action in the creation of 
apparel thoroughly Egyptian in style and ornamenta- 
tion, and naturally leads one to believe that, despite 
predictions to the contrary, Egyptian will be quite the 
style again for early fall. This assumption, which can 
only be determined as correct or otherwise at some 
later date, prompts the background setting that I have 
submitted this month, and, even though fashion decrees 
that old King Tut and the influences of his time must 
be taboo, it can be held for some future time, and while 





‘0 augment your collection of background suggestions. 


Another Practical and Effective Suggestion for Display Setting by J. Walter Johnson 


mind. The second illustration presents a bathing 


awaiting the opportunity of service will perhaps tend 



















Composition board is the principal material em- 
ployed in the construction of this setting. An imita- 
tion stone background is suggested, finished in a 
light sand color which will form an appropriate 
backing for the bright colors used in painting the 
figure on the platform and the lotus plant designs 
on the pilasters. It is suggested that the kneeling 
figures be finished in black with garments in bright 
blue, yellow, and green, while the floor of the win- 
dow should be covered with tan canvas with an 
Egyptian rug extending from the platform in the 
rear to the foreground of the display. One may, of 
course, vary from the color suggestions as made here, 
but it is urged that great care be evidenced. 

The points of adaptability and utility are to be 
noted in this conception, and it will be readily seen 
that this setting can be made suitable for any other 
period or conventional display by the elimination 
of the Egyptian influences, which have been espe- 
cially designed and placed with this thought in 

















display setting and forms another good example 
of the value of composition board as an essential 
in the display department. Details of the sugges- 
tions are evident and need no description. How- 
ever, it is well to bear in mind the possibility of 
unusual effects in such a display, either with use 
of wax figures or composition board cut-outs. 
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The Essentials in Display Success 


Displayman must learn to welcome constructive criticism and profit 
through the suggestions offered—Tact and diplomacy essentials 


By RAYMOND T. WHITNAH 
Display Manager, The Crosby Bros. Co., Topeka, Kans. 


r= '2 the foregoing article, we discussed the 
iS E| different types of displaymen. We now take 
<> our readers into the discussion of the dis- 
playman’s peculiarities, likes and dislikes. 

These things may have more to do with the 
profession than we might first suppose. An artist 

: puts onto his canvas 
his interpretations, 
feelings, expressions 
and inspirations. So 
does the displayman 
employ his canvas, 
the display window. 
He produces the pic- 
ture, whatever it 
may be, placing into 
it the individuality 
.of his  interpreta- 
tions, feelings, etc. 
He gradually forms 
a certain standing 
and presidence, and 
stimulates and regu- 
lates an individual pol- 
icy for his institution. 
The reputation of being a standard, dependable store, 
which can be most emphatically and methodically 
taught through the daily displays appearing in their 
windows, does form an impression on the public, 
one which is not eas- 
ily forgotten, and is 
easily kept by the co- 
operated thoughts of 
1 well directed de- 
partment. 

For the display- 
man, there are the 
aitting days and the 
day of errors, as in 
any profession or 
trade. Personal feel- 
ings are brought into 
play here, as is self- 
confidence. Lack of 
co-operation on the 
part of certain de- 
partments slow up 
the work and clogs 
the wheels of prog- 
ress. Two depart- 








Raymond T. W hitnah 








| One of Mr. Whitnah’s Recent Displays for 
Crosby Bros., Topeka, Kas. 


ments, especially, the display and advertising depart- 
ments, are surely worthy of all the assistance and 
co-operation which the various sections of the store 
can give. They are the wheels that move the store 
forward or back, as the case may be. 

The hobby of a displayman usually influences 
the environment he creates by his merchandise. 
One uses as a background expression for his mer- 
chandise, the outdoor effects; another employs in- 
teriors, while some lean toward the modernistic 
creations. Colors play an important part as all 
colors have an expression applicable to the human 


- nature. 


A peculiarity existing among humans, is the dis- 
like, more or less, of criticism. All are born with 
it. The dislike for it can be subdued but never 
eradicated. On can educate himself to know that 
it does not harm, but has helped to place many of 
us where we are today. Criticism is not necessarily 
a knock; it is a suggestion. So, criticism knocks as 
does opportunity and we grasp the idea it offers, 
weigh it, give it the deliberation it demands and 
remember in the future the lesson derived from 
it. We all like compliments, bouquets, so why not 
listen to criticism. Some of it is valuable, and 
some worthless, ’tis true, but listen to it. It is the 
ever present public opinion, and holds before us a 
magic mirror, from which, with reflection we are 
able to discern and govern ourselves and our art 
accordingly. Tact and 
diplomacy mean much 
to a displayman, not 
alone with his firm, 
but with all whom he 
comes in contact or 
has mutual dealings. 
Foresight, _ sensitive 
mental perception, 
ability to present to 
and deal with others 
without creating ill 
feelings or offense is 
art itself. Skill is se- 


curing advantages. 
artfulness in manag- 
ing affairs or men—a 
development of a life- 
time. 

We must be self- 
confident, and we must 
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cks as My g2in and hold the confidence of our opponents. In cause he fears the presentation of matters un- 
offers, fm other words, we must know what we are talking about sought by his concern, or fears that its fulfillment 
is and @ 2d believe in the matter we are to present. Our past might bring more responsibility, not only does in- 
from Ig tecord of good judgment on matters of importance, justice to his institution, but to himself also, and in 
hy not (@ 22d readiness to admit errors, places us in a position a far greater degree, for when one does not go 
q wal beyond reproach with our employers or those above us ahead, neither can the other. He is belittling him- 
‘5 the wd strengthens their confidence in us. self and sooner or Jater his firm will realize it. 
_ Convincing argument backed by facts is a logical Show me the man who has made a career for 
ve are fy att, and the strongest argument makes a fitting himself and I will show you the man who is with 
—- climax. Presentation of questions formulated for a successful concern, because he worked for it and 
ct and fa 2 Answer in favor of your argument, and — because he displayed all along his line of advance 
-_ disagreeing to the point of radicalism are two vital keen tact and diplomacy. He knew what an oppor- 
~~ points. Forethought and diligent analysis of your tunity was when he saw it, was awake to the sit- 
‘firm, fy (PPonent’s queries, counter arguments, etc., should _—uation and grasped it, and did not hesitate to fight 
sso he not be overlooked. These few fundamentals are for what he knew to be legitimate advancement 
ae usually brought to bear with results. Their use for all concerned. 
Lines, in some moderated form, demonstrates to us why Tact in the handling of men is of great aid to 
nsitive fg T@y displaymen go ahead and why many fall be- a displayman. He must use discipline, give brotherly 
botion, hind, and finally arise at the terse conclusion why some criticisn and install into his assistants confidence 
ant to Mm O's ‘progress and others retrogress. in his executive and practical ability. These few 
Mehers The displayman who is not wide awake to ad- suggestions are applicable in some degree to dis- 
ng ill vantages of his store, who is letting the opportuni- playmen, young in the game, but may be observed 
nse is | '°S for his organization drift by unhearlded, be- by the older and more experienced men as well. 
is se- S19 
en D. P. SMITH NOW IN CHARGE OF FALK PACIFIC COAST DISPLAYMEN ATTEND 
ee: MERCHANDISE CO., DISPLAYS CLEVELAND CONVENTION 
Sie Dave P. Smith succeeds to the display manager’s post Pacific Coast displaymen who have entrained for the 
at The Falk Mercantile Co., Boise, Idaho, where Ralph Cleveland convention of displaymen include: L. A. Casano- 
; Pfister was in charge for many years. Mr. Pfister, as an- vitch, Bullock’s, Los Angeles; J. Walter Johnson, Powers 
» selt- nounced in a previous issue, is now display manager for Furniture Co., Portland, and D. D. Starr, MacDougall- 





= must Grote-Rankin Co., Seattle, Wash. 








Southwick, Seattle. 
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Service Vital in National Campaign 


Being sold on the importance of dealer co-operation necessary adjunct 
in every advertising campaign—Display material powerful aid 


By W. B. GEISSINGER 


Sales Promotion Manager, California Fruit Growers’ Exchange 


SEW ENTY-NINE years ago, when California 
shipped approximately 2,000,000 boxes of 
’ } oranges a year, growers first faced the fear of 
over-production in their crops. The supply was so in 
excess of demand at times that the returns were less 
than the actual cost of production. Through co-opera- 
tion the growers reduced expenses, minimized decay, 
standardized grades and increased the efficiency of 
their distributing system, until in 1904 they had boosted 
their annual sales to 10,000,000 boxes. 

Thousands of new acres were planted in citrus as 
a result of the stability afforded the industry through 
the influence of co-operation, and once more the grow- 
ers faced the problem of over-production. 

Then, in 1907, the members of the California Fruit 
Growers’ Exchange, shippers of Sunkist oranges, lem- 
ons and grapefruit, turned to advertising to expand 
their market. They decided to educate the public to 
know the many delicious and healthful qualities of 
oranges and lemons, and to suggest new ways to use 
them in the homes of America. 

In the sixteen years since the first Sunkist adver- 
tising campaign was launched in Iowa, the consumption 
of California oranges has more than doubled. And 
this has been accomplished in the face of greatly in- 
creased production of all fresh fruit crops in the United 
States. 

In the last normal season, which was 1921, the 
American public consumed over 22,000,000 boxes of 
California oranges, while a few years ago a production 
of eight or ten million boxes staggered the growers 
with the fear of over-production. 

Advertising, because it increases. volume and is an 
economical form of selling, tends to lower production 
and selling costs. To the public this means that more 
people can eat more oranges than they could twenty- 
nine years ago. To the jobber and retailer it means 
an increased volume of business through a greater 
widening of the consumer demand. 

Sunkist advertising today stands as one of the 





greatest stabilizing forces in the distribution of any 
fruit. A steadily increasing demand, created by this 
advertising appear:ng in the national magazines, the 
newspapers, on ‘billboards and in the street cars, is 
absorbing the increasing production as it grows. And 
new outlets for the handlers of oranges and lemons 
are being opened continually,. 

It is axiomatic that the producer cannot expect in- 
creased bus:ness unless the retailer and the jobber pass 
it on to him by selling more of his product as the result 
of growing demand. The advertising which the Cali- 
fornia Fruit Growers’ Exchange has been doing and is 
planning for the future, cannot benefit this organiza- 
t:on in the least without also benefiting every other dis- 
tributing agency handling its fruit. 

The consumer is reached directly by Sunkist adver- 
tising in magazines, newspapers, on the billboards, and 
various other media. Orange and lemon advertis:ng 
appearing in such well-known publications as the La- 
dies’ Home Journal, Saturday Evening Post, Literary 
Digest, Pictorial Review, and others of equal promi- 
nence, have established consumer confidence in the 
public mind, so that the buyer knows when he oriers 
Sunkist from the dealer that he will get “uniformly 
good fruit.” 

When Sunkist advertising is mentioned, people nat- 
urally think in terms of space in magazines, news- 
papers, street car cards, billboards, and other media. 
but not all the appropriation is spent in this form of 
publicity. In fact, approximately 25 per cent. of the 
Sunkist appropriation is spent each year in trade work 
through the Dealer Service Department of the Ex- 
change. A large part of this is spent in dealer display 
material, dealer helps, theater slides and personal trade 
work conducted by dealer service men continually on 
the road. It was through the realization of the need 
to better handle the relations with the wholesale and 
retail trade, who are the vital and indispensable links 
in distribution, that the Exchange organized its Dealer 
Service Department about eight years ago. 
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How C. W. Greer, Rochester, N. Y 





The Exchange shippers at that time decided that 
the name Sunkist should be more than a trademark or 
brand name—that it should incorporate the principles 
of a real service to the merchants who handled their 
fruit products. Today Sunkist typifies a service which 
may literally be described as following the California 
orange and lemon from the bud to the trees, from pack- 
ing-house to wholesaler, from the retailer’s window to 
the consumer’s table. 

The Dealer Service Department now functions in 
close co-operation with the retail trade, offering the 
merchant every possible aid in the way of window dis- 
plavs, theater slides, newspaper electrotypes, price 
charts and selling suggestions. In order to establish 
and maintain such a department in an effective manner 
it is necessary first to get the merchant’s viewpoint, 
together with a thorough understanding of his many 
problems. For many years this department has been 
studying fruit retailing in all sections of the United 
States and Canada, and it is the aim of this department 
to offer all the trade handling oranges and lemons an 
actual merchandising service that will be of real assist- 
ance in increasing the volume of business and return 
gger profits and more rapid turnovers to the dealers. 

The Exchange has a selected mailing list containing 
50,000 leading retailers out of the 400,000 or so re- 


tailers in this country and Canada. Sales suggestions, 


crop and market information which enables the trade 
to take advantage of opportunities arising from time 
to time during the season, are sent out at intervals to 
this list. 








.. Employed Display Helps in Excellent Display of Sunkist Oranges 







In addition to this work the Dealer Service Depart- 
ment reaches personally over 200,000 dealers annually 
through the means of salaried men working on the 
road. The scope of this personal work is cont:nually 
being enlarged, so that gradually larger and larger areas 
of the country are being covered. One of the important 
phases of this work has been the Orange Week cam- 
paigns held each year in the larger markets of the 
United States. 
paigns in which newspaper advertising, poster adver- 


These are intensified advertising cam- 


tising, window dressing and sales promotion work all 
concentrate in attracting more attention to oranges and 
lemons during a specified week in a particular locality. 

One of the ‘mportant questions developed during 
the research work of the Dealer Service Department 
was that of the proper margin on which oranges and 
lemons should be sold in order to insure rapid turn- 
overs and adequate profits to the dealer. It was dis- 
covered that oranges and lemons, as well as other com- 
modities handled by the retailer, had a correct and 
equitable margin on which they could be successfully 
handled. And that this margin in the case of oranges 
and lemons, as in the other lines handled, must be wide 
enough to cover the cost of operation, plus any specia! 
burdens, and still provide a net profit to the merchant. 
It was found that if the margin was wider than that, 
slackened turnovers resulted and that the retailer actu- 
ally earned less than when he based his merchandising 
of oranges and lemons on sound principles. 

After extensive investigations it was found that 25 
per cent margin on the selling price afforded the cor- 




















rect and equitable margin on which to handle oranges 
and lemons and still return a fair net profit to the mer- 
chant without lessening his sales or cutting down his 
volume of turnovers. 

The investigation resolved itself into the following 
simplified formula for handling oranges and lemons: 

The average expense of conducting a grocery store 
in this country was found to be approximately 16 2-3 
per cent. To this was added a loading charge of 3 1-3 
per cent, making a gross burden on sales of 20 per cent. 
Adding to this 5 per cent for net profit, the average 
gross margin of 25 per cent was arrived at. The load- 
ing charge was put in to offset the low-end staples, for 
unless the so-called high-end merchandise bears an ex- 
tra burden, a merchant could not recover the deficit 
resulting on the low-end goods and failure would 
closely follow. 

A net profit of 5 per cent was considered equitable, 
for after considerable research it was found that the 
net profit in grocery stores runs on an average of from 
2 to 3 per cent on sales. So it was thought that 5 per 
cent on these so-called preferred items—oranges and 
lemons—insured not only a fair but a generous net 
profit. 
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Excellent Merchandising is Evidenced in this Display by Chas. Ely, Cunningham’s, Detroit 


Through continued educational work on the part oi 
the Dealer Service Department, dealers have been ad- 
vised that stocking excessive supplies of these fruits 
that could not be handled within a week’s time often 
proved disastrous. If a dealer had a store with a 
volume of:three boxes of oranges a week, he was ad- 
vised to buy up to that amount, but never in excess of 
it, until he had increased his minimum weekly turnover. 

Proper methods of displaying both oranges and 
lemons, together with pertinent selling suggestions, 
have formed the backbone of the educational message 
carried by these Dealer Service missionaries of the 
California Fruit Growers’ Exchange to the retailers of 
fresh fruits and vegetables in the United States and 
Canada. 

Working in close co-operation with the retailer— 
who in almost every case is the final factor determining 
the destiny of the product—to help him link up his 
business with the national efforts of the Exchange 
shipper in advertising and merchandising, has paid divi- 
dends to the producers of oranges and lemons. And 
it is expected that in future years this work will be 
enlarged more and more so as to better adequately con- 
summate this important work. 
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NEW DISPLAY SERVICE FOR SHREVEPORT 


G. D. Zimmerman and R. A. McCrary, formerly of 
Springfield, Ill, have established The Modern Display 
Service Company at Shreveport, La. 





VALSPAR $5,000 DISPLAY CONTEST BRINGS 
OUT FORCEFUL DISPLAYS 


The J. W. Murphy Hardware Co., Dallas, IIl., is another 
store making special efforts to obtain a slice of the great 
cash mellon that is to be offered by The Valspar Company 
for the best window displays arranged and entered in the 
contest now being conducted by the latter company. Prizes 


will total $5,000. ; 





KOHLS WINS PRIZE IN DUCKWALL CONTEST 

Third prize in the Duckwall hair net contest has been 
awarded to Percy Kohls, for the display he arranged in 
the windows of the Belleville, Kansas, Duckwall store, 
where he is manager. 





E. D. TUBBS NEW DISPLAY MANAGER FOR 
WEILER’S PLYMOUTH STORE 


Weiler Company, Portland, Ind., announces the appoint- 
ment of E. D. Tubbs to the post of display manager for 
that store. He was formerly in charge of the window 
and store decorating department of Ball & Company, 
Plymouth, Ind. 
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The Honor Roll of Display Specialists 





The DISPLAY WORLD, after a thorough investigation of the quality, service and business 
policies of the following Display Service organizations lists them here and recommends them 
to manufacturers, advertising agencies and merchants interested in distinctive display service. 














GEORGE A. SMITH 
1737 Broadway, New. York City 


Complete Display Campaigns for National Advertisers 
—Local Display’ Service—Advisory Service to Manu- 
facturers and Advertising Agencies 


Manager, George A. Smith 


J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 


Advisor in National Campaigns—Local Display Service 
—Complete Service for National Advertiser 


Manager, J. D. Williams 


STARK BROS. DISPLAY SERVICE 
3724 Troost Ave., Kansas City, Mo. 
National and Local Window Display and Advertising 
Service—Campaigns Designed and Supervised 
Manager, W. A. Stark 


CARSON & PATRICK 
212 Losoya St., San Antonio, Tex. 
Specialists in Local and National Displays—Locations 
for National Displays Provided — Complete Display 
Essentials Furnished 


Manager, Vern L. Carson 














UNDERWOOD DISPLAY SERVICE 
1905 Franklin Ave., Toledo, Ohio 
Local and National Window Display Service in Toledo 
and Vicinity—Specializing’ in Cigars, Drugs and 
Grocery Displays—Sign and Show Card Service 
Manager, H. L. Underwood 


THE WINDOW DISPLAY SERVICE 
1419 Emerson Ave., Salt Lake City, Utah 
Designers of National Display Campaigns—Local Dis- 
play Representatives for National Advertisers—Show 
Cards, Department for American Display of Foreign 
Made Products. 
Manager, N. W. Reynolds 


WINDOW DISPLAY SERVICE ASSOCIATION 
504 Liberty Ave., Pittsburgh, Pa. 

Creators of Displays for Local Merchants—Repre- 
sentatives for National Advertisers in Pittsburgh and 
Vicinity—Advisors in Display and Advertising 
Manager, Harry C. Cohen 








THE KINNEAR ARTCRAFTS 
6 East 15th Street, New York 
Local and National Window Settings, High-class Art 
Panels, Backgrounds, Scenery, Screens... Sketches 
furnished to reliable firms. Correspondence Solicited. 
Stagecraft—Conventions—Expositions 


S. FISHER CO. 
40 No. Wells St., Chicago 
Plan and Install in Chicago and Vicinity Displays of 
Nationally Advertised Products—Local Service 
Manager, 'S. Fisher 


PEP WINDOW DISPLAY & SHOW CARD SERVICE 
526 Calhoun St., Fort Wayne, Ind. 
Local Displays and Producers of National Displays in 
Fort Wayne and Vicinity—Show Cards 
Manager, F. G. Piepenbrink , 


NATIONAL WINDOW DECORATING CO. 
1233 Arch St., Philadelphia 
Producers and Directors of National Window Displays 
Covering Cities of Philadelphia, Washington, Atlantic 
City, Camden, Trenton, and Reading and Lancaster, Pa. 


Manager, K. S. Wolff 


THE BELLRINGER COMPANY 
18 West 34th St., New York City 
A National Service in Window Display and Selling 
Campaigns—Complete Campaigns Arranged and In- 
stallations of Displays Made in Any City 
Manager, H. Bellringer 


WINDOW DISPLAY ADVERTISING SERVICE CO. 
McMullen Bldg., Grand Rapids, Mich. 
Window Display Advertising for National Advertiser 
and Retail Merchant—Complete Display Campaigns 
Created—Installations Made in Grand Rapids and 
vicinity 
Manager, Fred Tracy 


G. T. WHITE CO. 
1812 Chestnut St., St. Louis, Mo. 

Display Service for National Advertisers and Retail 
Stores—Complete Display Campaigns—Show Cards— 
Posters, Fixtures and Decorations 
Manager, G. T. White 























CARL A. SEMSCH 
213 Rivoli Bldg., LaCrosse, Wisconsin 
Local and National Displays—Convention, Jubilee, Hall 
Decorations—Show Cards, Backgrounds, Screens, 
Floorings. 


Manager, Carl A. Semsch 





SCARDEFIELD DISPLAY SERVICE 
107 N. Whitfield St., Pittsburgh, Pa. 
Complete display campaigns for the National Man- 
ufacturer covering the State of Pennsylvania. Local 
Display Service. 
Mgr. John S. Scardefield 





BLYSTONE STUDIOS 
229 S. Adams St., Peoria, Ill. 

Expert Counsellors in Store Designing, Construction, 
Equipment; Lighting. Makers of Screens, Panels, 
Backgrounds and Show Cards 
Manager, R. L. Blystone 








J. P. WISSINK CO. 
Sheboygan, Wisconsin 
Local and National Show Card and Designing Service 
—Detail Sketches for Display Settings—Trade-Mark 
Designing 
Manager, J. P. Wissink 








ACCOMPLISHMENT IN THE RENDERING OF DISPLAY SERVICE IS THE NECESSARY QUALIFICATION 
FOR REPRESENTATION ON THE DISPLAY WORLD’S HONOR ROLL OF DISPLAY SPECIALISTS 
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The Display Service Specialist 


An appreciation of his important contribution to the program of 








display development and expansion and a few suggestions designed 






( VY, | UCH has been printed in the pages of this pub- 
Clk lication concerning the vast field of display 
[SAX] and the opportunities it holds for the progres- 
sive displayman. Repeated references have been made 
to that branch of the profession generally known as 
Display Service and to the magnificent contribution in 
the development of the general profession of mercan- 
tile display constantly evident through the activities of 
the display service specialist. 

Too much credit, in the expansion of the art 
through a more general appreciation and practice of 
display, cannot be accorded these artists who have ven- 
tured into the business of selling display service. The 
good they have done is beyond estimation, but the 
fruits of their efforts are everywhere in evidence. 


Important Cog in Selling Machinery 


Today, the Display Specialist forms a powerfully 
important cog in the distributing and selling mechanism 
2f mercantile business. Through him more merchants 
have learned the true value of display as a factor in 
selling, and as a result of his council national distrib- 
utors have been materially aided in their selling cam- 
paigns. And, indeed, the evident advancement in the 
character of manufacturers’ material has been the 
direct result of the Service Specialist’s insistence on 
quality embellishments when employed to assist in the 
sale of merchandise. 


Just as there are problems that confront the perfect 
functioning of other businesses and professions, so also 
do they arise in the path of the Service Specialist, and 
one that seems to have been working overtime is dis- 
cussed here by A. Fred Tracy, manager of the A. Fred 
Tracy Window Display Service, Grand Rapids, Mich. 
He says: 

“The big man does not fear competition. He loves 
it. He thrives on it, and considers it the force that 
pulls him out of his bed in the morning with a snap 
and starts him out with that “rarin’ to go” feeling. 


Business No Place for Timid 


“The fellow who fears competition is not only 
afraid of his own ability but also evidences an inclina- 
tion to be lazy. At least he is too mentally lazy to think 
out a way to meet competition fairly and squarely. The 
fellow worth while in business is the one who can say 
“good morning” to his pal competitor with a regular 
gloom-chasing smile, shake him by the hand, and mean 
it from way down to a level with the third button on 
his vest. 

“Regrettable indeed is the altogether too prevalent 
feeling of jealousy, or that indefinable something evi- 


to bring about more intimate business and professional contact 





denced toward the Service Specialist by display man- 
agers of stores, so called for convenience, “legitimates.” 
This feeling seems to spring from the display manager 
who sees the service man tackle the thing that the for- 
mer would like to tackle had he the nerve, the courage 
of his own convictions and confidence in his ability. 


Display Specialists. Activities 

“Let us briefly sum up the activities of the Service 
Specialist in-so-far as they tend to play a part in dis- 
play development and expansion of display practice. 
The Service Specialist is constantly talking, through 
direct solicitation or by mail, to the store owner or 
manager. He is ever driving home the doctrine of 
‘better window displays mean better business.’ He 
constantly preaches the importance of vizualization in 
sales-making. He is opening the merchant’s eyes to 
the value of appropriate and effective merchandise 
showings, and invariably he is directing his efforts to 
merchants who have never been sold on display impor- 
tance. When the Service Specialist succeeds in awak- 
ening the appreciation of display value in a small mer- 
chant, the big merchant across the street takes notice 
and immediately turns his attention to his own display 
department, with the result that two stores and two 
display departments benefit. Multiply this process by 
the hundreds of similar examples and some small idea 
of the value and influence of the Service Specialist may 
be obtained. He is truly making new converts to the 
cause of display, and, incidentally, making the Display 
Manager’s position a better one. And, don’t forget, 
nothing will make the merchant, the progressive mer- 
chant, more actively alert, more liberal in progressive 
introductions for the display department than the evi- 
dence of display activity by his fellow merchant across 
the street. 

Co-operation Needed 

“Display Service Specialists are a credit to the pro- 
fession, and the accomplishments attributed to them 
must be accepted as sufficient reason for acclaiming 
them as a powerful influence in display development. 
There is room for all, if everybody gets together and 
boosts. Let’s put our profession ahead of ourselves 
for the good of the cause. No one, not excepting the 
greatest display manager, knows it all. Good points 
are to be gained by co-operation, even from the lowly 
Service Specialists. There should be no room for 
egotists, and mistakes should but serve as_ barriers 
against future errors. It is only human to err occa- 
sionally—and it will be a long time before angels will 
be managers of display departments and purveyors of 
mercantile display service.” 
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OWIN G to our success at the Chicago show on mechanical 

Christmas decorations we had planned for a much 
larger display at the I. A. D. M. Convention, Hotel Winton, 
Cleveland, but we were unsuccessful in securing a booth 
appropriate for our display. Therefore we will not be 
represented this year but we will have a special display of 
mechanical Christmas decorations in our New York studio 
show rooms, opening June 20. 


For special features we are giving exclusives to the different 
cities for moving displays. 


This year we are manufacturing life size animals such as: 
rhinoceros, hippopotamus, kangaroo, monkey, giraffe, stan- 
ding up and lying down camels, buffalo, pig, tiger, lion. 
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Wire when you are coming and we will 
reserve exclusives until a specified date. 


MESSMORE & DAMON, Inc. 


404-408 West 27th Street - - New York City 
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THE DISPLAY WORLD 


An Illustrated Monthly Publication for 
Advertising Men 
Issued on the 15th of Every Month by 
The Display Publishing Company 
Cincinnati, Ohio 
EDITOR, JAMES W. FOLEY 


OUR PLATFORM 


l. The Development of the Art of Mercantile Display.—2. Its General and Positive Realization by Mer- 
chants as the Most Powerful Factor in the Business of Selling—3. More Intimate Co-operation of Man- 
ufacturer and Merchant.—4. The Encouragement and Advancement of the Independent Display Service 
Idea—5. An Ideal, Practical and Helpful Personal Service to the Display Profession and its Industry. 


National Advertisers 
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A scathing attack on the de- 
“Display Manager” ficient executive ability of the 
<0 se Ability displayman was recently made 

by a prominent Chicago mer- 
chant to the editor of this publication. He based 
this assertions, to use his own words, “on the mani- 
festations of several of its so-called leaders with 
whom I have freqtently been in contact.” 

He said that the term “display manager” was 
90 per cent misapplied and further offered the opin- 
ion that there was a critical demand for the dis- 
playman capable of carrying on the duties of the 
display department in a manner indicative of the 
display manager’s realization of his own importance 
as a director of one of the stores most important 
departments. 

It is regrettable that merchants and national 
advertisers find it so frequently necessary to ser- 
iously doubt the business ability of the general dis- 
play profession, on the evidence of inefficiency as 
manifested by what we are sure is but an insignifi- 
cant minority. We have, on several occasions, an- 
swered charges of business inability, made by mer- 
chants and directed or applied in such manner as to 
bring the executive qualifications of all displaymen 
into doubt, and while defending the business apti- 
tude of the profession have admitted the evident 
existence of business limitations in some displaymen 
Which is but a recitation of the conditions that ex- 
ist in any business or profession. There are those 
excellently equipped as executives and those whose 
appreciation of the importance of responsibility 
and obvious deficiencies in the essentials necessary 
for the executive capacity immediately indicate 
their unfitness for official positions. 

An appraisal of displaymen is suggested with 
each one taking stock of his own forte and defic- 
iencies, and where weaknesses are reflected prompt 
and diligent means should be taken to overcome the 
faults which, no doubt, are in some degree an im- 
pediment to the displayman’s progress or accep- 


tance into the executive conferences of his store 
organization. Then, too, these shortcomings, neg- 
lected, constitute a withholding of service right- 
fully assumed by the employer as something to 
which he is entitled from every employe, be he 
bundle boy or store manager. 

One hundred per cent efficient service should be 
the minimum contribution of every serious minded, 
lofty principled displayman, and if there be present 
deficiencies, the immediate correction of them is 
the indication of intelligence and a will to render 
service in full measure. 





On one of the opening pages of this 
Make It a issue of The DISPLAY WORLD a 
igi program of association development 

is outlined, which, we are sure, merits 
the consideration of every individual interested or 
engaged in the profession of mercantile display. 

These suggestions, welded together and offered 
in the composite, form a platform the functioning 
of which will, unquestionably, serve in the great 
work of organization building. All have previously 
been discussed in the editorial pages of this journal 
and at the time of their first publication were 
offered as a part of the DISPLAY WORLD'S pro- 
gram for display development and expansion. 

It is noticeable that the influence and strength 
of any organization is dependant upon the substan- 
tiability of its program of development and the 
means adopted to put this program into effect. No 
organization has become a power without well reg- 
ulated instrumentalities of publicity and educational 
benefits, and the mere provision for them will ac- 
complish nothing without the proper and complete 
functioning of the forces necessary for the resultful 
action of these instruments. 

In other words, an oganization may be estab- 
lished or perfected with the most worthy principles 
as its cause for existence, yet without a concerted, 
constantly driving force that broadcasts these 
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principles, the purpose and benefits of the organ- 
ization, there is little hope of attaining the heights 
of organization strength and securing for its mem- 
bers the degree of efficiency designated in the con- 
stitution as its object. 

These suggestions, as are all suggestions made 
by The DISPLAY WORLD, are intended as con- 
structive introductions in the interest of every in- 
dividual engaged in the exalted art of display and 
are reiterated here with the thought that they 
might serve distinctively in the building of a great 
organization the prestige and power of which will 
form a dominating force. 





Word comes out of New York to the 
Speaking of effect that the Metropolitan Association 
abe of Display Men will present a solid front 
Cnr at the Cleveland convention of the Inter- 
national Association of Display Men in support of John 
J. Cronin for the executive post of president of the 
great body of displaymen. 


Without in any manner wishing to mingle in the 
political activities of the 1. A. D. M.. and interested in 
it only in those things that may assist in the growth and 
development as a force in display elevation and expan- 
sion, we are constrained to comment or the action of 
the Metropolitan Club, and while commending its wis- 
dom as evidenced in its selection add a congratulatory 
word concerning that club’s good fortune in having 
such an outstanding artist, executive and gentleman 
affiliated with it, and thus making possible its nomina- 
tion of a man of the calibre of Mr. Cronin. 

We have no knowledge of other contemplated nomi- 
nations, but if there are others to be made, and should 
the nominations measure up in like degree to the quali- 
fications of New York’s choice, then the I. A. D. M. 
can be assured of a year of distinctive accomplishment 
resulting from an intelligent, non-partisan, progressive 
and constantly functioning program of constructive 
merit. 





Editorial reference in the May issue 
Ability That of The DISPLAY WORLD to the 
a Beyond |.) orer who considered himself a vital 

e Task ; x 

part in the construction of a great 
cathedral seems to have touched a responsive chord. 
Displaymen have taken occasion to refer to the 
force of the little story and in doing so again bring 
to mind the necessity of talking one’s self and his 
work seriously if success be his ambition. 


The ability to see beyond his task was the moral 
gathered from the clever little story of three la- 
borers. ‘How vitally important is his element in 
the life of every serious thinking business or pro- 
fessional man! Without the appreciation of one’s 
importance in the successful completion of a great 
undertaking there can be no satisfaction gained 
from the arduous grind in the performing of some 
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seeming insignificant task that forms a part of the 
perfected whole. There must be the stimulus of 
real achievement if one is to be leader; if he would 
contribute to the constructive forces of physical and 
moral accomplishment. 

The laborer in the story considered himself an 
essential, a vital force in the whole plan, and di- 
rected his physical and mental efforts in such fash- 
ion as would most perfectly contribute his share 
in the completed work. And we can all profitably 
emulate this laborer. By enjoying our tasks will 
come the full measure of happiness, and real interest 
in the things we are doing invariably brings satis- 
faction and merited distinction. 





In Booth 38, Hotel Winton, Cleve- 
Display World land, during the days of June 18, 19, 
Trophy For 20 and 21, when the International 
Greatest heed £ Dis M ‘Il be 
Display Service “S5S°C!ation o splay Men wi 

conducting its twenty-sixth annual 
convention, there will be on exhibition a beautiful tro- 
phy to be awarded by The DISPLAY WORLD to the 
local displaymen’s club having taken best advantage of 
the opportunities presented during the past year to 
expand and develop the practice of mercantile display. 

This trophy, a handsome loving up, the most beau- 
tiful award of its kind ever offerd in the display field, 
will be awarded in recognition of distinctive service 
rendered in the interest of the general display profes- 
sion. The contest differs much in character, form and 
importance from the usual competition for individual 
display excellence. It supersedes all other forms that 
we can recall, and is a distinctive and powerful medium 
in stimulating collective effort along well-planned and 
concerted lines of action. 

Further details of The DISPLAY WORLD contest 
will be available at Booth 38, at the convention. All 
display locals are eligible for entrance into this distinc- 
tive competition, and it is urged that clubs having con- 
tributed in any degree to the program of display devel- 
opment during the months since the opening of the con- 
test last July manifest these activities at the proper time. 

The Metropolitan Displaymen’s Club, New York: 
Buffalo Association of Display Men, Detroit Associa- 
tion of Display Men, Oklahoma City Display Men’s 
Club and Bloomington Display Men’s Club are among 
the early entrants, and through the recitation of the 
constructive display activities of these clubs and others 
a contribution of great magnitude will result. 





The July issue of The DISPLAY 
Don’t Miss WORLD will contain a detailed report 
~ July of I. A. D. M. convention proceedings 
ssue : ; . 

and include a pretentious series of in- 
structive articles specially prepared in an effort to 
assist displaymen in the preparation of Fall display 
plans. This issue will be a banner one, and will 
fittingly conclude the first year of DISPLAY 
WORLD accomplishment. 
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Value of Artificial Flowers as Decoratmg 
’, Fraser 


Decorating by Arthur | 


anization’s Appreciation of the 


Medium and as Appropriate Vehicle for Creating the Inviting and Refreshing Store Atmosphere. 


Interior Decorations of Marshall Field & Co., Chicago, Indicating this Org 
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The Influence of Display Industry 
in Evolution of Merchandising 






Progressive tendencies of present-day methods of retail store operation 
in great measure due to development of display industry 
—Artificial Flower Houses vital force 


m|HIS is the age of progress. The era of busi- 
ness, industrial, professional and individual 
triumphs, and it is therefore only natural that 
we are prone to query what the future will bring forth; 
what miracles of business progress will strike with awe 
the people of a later period. But of greater and more 
pertinent interest is the analyzation of present-day ac- 
complishments, since these are realities affecting our 
very existence, while the things that may be are as yet 
unformed, unknown, hence with no association as vet 
with the things that are. 

There may be tremendous improvements over the 
present order of business and art, contributions of 
future genius, and undoubtedly there will be, but one 
wonders at the progress of his own time, and his most 
elastic imagination finds it difficult to conjecture devel- 
opments that could merit comparison with the achieve- 
ments of the genius of our time—the days in which we 
are living. 

You and I are interested profoundly in those things 
having an influence on merchandising, and no develop- 
ment of modern business or industry is more outstand- 
















Display by Ross C. Comingore for W. H. Roland Company, Bloomington Illinois 


ing in its distinctive evolution than that of the retail store, 
as it employs methods and policies of sales and service. 
Peculiarly interesting are these developments, these pro- 
gressive achievements, each of which has resulted in 
the rendition of greater and more efficient service to 
the community, and a larger share of profits to the mer- 
chandise captains under whose supervision these pro- 
gressive developments have been directed in practical 
application. These “merchandise miracles” have been 
enacted before our very eyes, and, meritorious as they 
are, they are not of greater importance than the forces 
that contributed to and made possible their success. 
And it is in consideration of these contributing forces 
that this article is written. 

Let us consider, then, just for a moment, the retail 
store of today—the progressive retail store where qual- 
ity, service and fair price form the essentials in the 
store policy. Truly, many influences combined to bring 
about this perfection in store service, but it is never- 
theless a fact that one influence might have been more 
powerful than another in the cycle of development. 
Not a few merchants agree that the perfection of 
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Display by Paul Marsh, Calhoun’s, Muskogee, Oklahoma. 


modern store operation has been the result of a well- 
directed plan to merit community confidence through 
the constant manifestation of the store’s desire to 
serve. Which is all very true, but we can go further 
and say that in creating and cementing this confidence 
of the community the influence of the store’s display 
department has been the powerful and effective instru- 
ment. 

Assisting the display department in its campaign to 
secure community confidence and enthusiasm were 
other elements, the greatest of which was the display 
industry, composed of manufacturers of store and win- 
dow fixtures, decorative embellishments and other 
essentials of this character. It is to these organizations 
that honor should be given, since the modern store ser- 
vice, with its present high-power advertising methods 
and its windows of compelling beauty, is attributable 
in greatest measure to the progressive introductions 
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(Photo courtesy of Botanical Decorating Co., Chicago) 


contributed in the interest of merchant and displayman. 

The most skilled designers, artists and workmen 
are constantly employed in the task of producing 
new and effective creations particularly adaptable 
as means of enhancing merchandising methods and 
as stimule to increased sales. 

On these pages brief references are made to 
several of the organizations best known in the dis- 
play industry that have contributed in inestimable 
degree to the development of the display profession 
and merchandising perfection through distinctive 
introductions in decorative effects. The institutions 
referred to comprise but a few of the many in the 
display industry, all of which will be included in the 
review designed to obtain for DISPLAY WORLD 
readers an intimate knowledge of these organiza- 
tions and the service they render in the interest of 
the display profession. 
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The Botanical Decorating Company 


208 West Adams St., Chicago, IIl. 
ESTABLISHED 1895 


HE Botanical Decorating Company has for 

more than twenty-five years held a command- 
ing position in the display industry and the service 
it has rendered in the campaign of display devel- 
opment is, perhaps, best attested by the character 
of stores and display managers that insist on Botan- 
ical decorations. Units of beauty combining the 
elements of practical adaptability and appropriate- 
ness as produced by this company leave nothing to 


be desired by the most critically discerning display- 
men of the land, and so exceptional has been 
Botanical’s contribution and so constantly effective 
that to mention Botanical decorations is to bespeak 
the elegance of them. 

The Botanical Decorating Conga was estab- 
lished twenty-eight years ago by the present direc- 
tor, Mr. Louis M. Selig, during the Chicago World’s 
Fair. Business was inaugurated in a two-by-four 
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Your Show 
Window is 
Your Asset 


effective “Spotting”, 











© lighted with a clear light of great power, or if the mellow effect is desired, by the use 
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Why not get the 
greatest efficiency 
and 
consequent - result 
from same. 














‘The Spotit Company’s Spotlight will enhance the value of the article you wish to dis- 
; Play, and make it stand out to the prospective buyer. 
“tive lines of an automobile, and bring out te richness of color of the body; the texture, 
_the design or beauty of style of a garment, the brilliancy and purity of a jewel, the 
’srhartness of millinery, the contour and color of a late model slipper, or the beauty of 

color arrangement of Milady’s coiffure. 


-All-ean be enhanced in value and. beauty to the purchaser’s eye, by the distinctive and 
of our light, every feature of which has been studied out to 


the realization of perfect 
“Spotting.” 


This is the Light De Luxe 
30 much in vogue with those 
who cater to the discerning 
customer. 


These lights can be- used on 
a window stand, attached to 
the ceiling or side walls and 
can be tilted to any angle to 


cover and bring out the 


beauty of the smallest or 
largest object. 


Ry use of these lights your 
window can be brilliantly 


‘ of Colored Slides containing rich or neutral shades, 


Spotit Spotlight is of nickel metal of an ornate design, and has a very 
powerful Edison Bulb, imported exceptionally powerful lense, eight feet 
of cord with plug attachments readyto be installed in ordinary electric 
sockets and COLOR SLIDES in which any COLOR can be easily inserted. 


We would be glad to have you write or phone us for prices, which are exceed- 
ingly moderate, and further information regarding the exceptional working of 
“SPOTIT.” Full information will also be sent on some new angles in floodlights. 


The Spotlight is Made and Sold by 


SPOTIT COMPANY 


: 440 WEST 40th STRFET Telephone, Chickering 9754 
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If you want to show the distinc- 

















New York City 
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Lada Ladder 
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loft on the second floor of an old building on the 
northwest corner of Wabash Ave., and Van Buren 
Street, Chicago. To-day, the organization demands 
the space of two large buildings, and even this ex- 
tensive space is not sufficiently adequate for the 
demands seasonally made on this company. More 
than one hundred people are employed and sales- 
men carry the distinctive creations of the Botanical 
Company to every section of the United States and 
Canada. Though some jobbing is done, this com- 
pany confines its efforts primarily to the designing 
and construction of exclusive, high-grade artificial 
flowers, set pieces and other decorative effects for 
use in the display window and store interior. 
Directing this great manufacturing establish- 
_ ment is Louis M. Selig, whose unusual business 
ability and natural aptitude in the almost uncanny 
ability to select and introduce ideas of individual 
distinction has been the chief contributing factor to the 
company’s success, though Mr. Selig modestly main- 
tains that Botanical success is due to the constant 
manifestation of organization service made possible 
through the perfect functioning of several depart- 
ments created for the sole purpose of studying 
merchants and displaymen’s problems, and offering 
to these men solutions in the form of suggestions 


resulting from a thorough and extensive knowledge of 
the merchandising and display fields and the con- 
ditions in anyway exerting an influence on them. 

While Botanical decorations are supplied and 
employed in great quantities in the smaller stores 
throughout the country where they serve with 
beauty and grace at a cost that is no greater than 
that often demanded for embellishments of inferior 
quality, the real artistry, beauty and originality of 
Botanical decorative pieces, and the skill and genius 
of Botanical designers is typified in the display in- 
stallations of the country’s big retail institutions. 

Here the true merit of Botanical decorations is 
manifested and it is to the prestige gained through 
such unusual and exquisite installations that Botan- 
ical has become a byword with displaymen every- 
where. One who has seen the indescribable crea- 
tions as employed in the great institution of 
Marshall Field & Company can best attest the perfec- 
tion of artistry that must of necessity function in 
the manufacture of these decorations. True, Mar- 
shall Field & Company decorative schemes are 
the product of the incomparable Arthur V. Fraser, 
but too much credit cannot be given to the manu- 
facturer who so skillfully and perfectly incorporates 
these ideas of genius in the completed work. 
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The Schack Artificial Flower Company 


1739 Milwaukee Ave., Chicago 
ESTABLISHED 1892 


INCE the introduction of Japanese wistaria as a 
S window decoration in the show windows of Man- 
del Brothers, Chicago, in the declining days of the last 
century, an embellishment manufactured by the Schack 
Artificial Flower Company, the history of display has 
been frequently punctuated by distinctive contributions 
of this nationally known decoratirig house. 

So regular and of such practical value were these 


a 


introductions of the Schack Company that merchants 
and displaymen long ago came to look upon this manu- 
facturing company as a most prominent contributor to 
the then infant profession of display, and a review of 
the development of display art insists upon liberal 
reference to the influence of the Schack Company. 

As a business institution the Schack Artificial 
Flower Company has been unusually successful, and 


One of the Several Flower-Making Departments of the Schack Artificial Flower Co. 
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Two-Ton Machines Cut Leaves and Flowers 


from that day when Schack flowers were first seen on 
State Street the demand for Schack decorations has 
evidenced a steady-growth until to-day the company 
ranks as one of the largest and most successful organi- 
zations of the display industry. Not only does the 
Schack Company serve a great bulk of the American 
market, but its products are widely distributed in Can- 
ada, South America, Africa, Australia, Hawaii and 
other parts of the globe. 

The business was established in Chicago in 1892, 
shortly after Mr. Joseph Schack arrived in this country 
from Hamburg, Germany, where, for several years, he 
was employed in the artificial flower factory owned by 
his father. The success that followed this establish- 
ment is evidenced in the great manufacturing plants 
that are to-day supplying the decorative needs of thous- 
ands of merchants and displaymen. 

Not only did Mr. Schack accomplish success in his 
own business, but he also played a prominent part in 
the development of merchandising methods and display 
art through his introductions of decorative embellish- 
ments, and through his keen and active participation in 
all meetings and conventions called in the interest of 
advertising and display. The Schack Company, through 
its president and founder, has been a constant supporter 
of all expositions held in conjunction with the annual 
conventions of the I. A. D. M., and in this connection 
has aided materially in the development of the present 
organization of displaymen. 


A Section of One of Schack’s Finishing Departments 


THE DISPLAY WORLD 

















EMILE KATZ 
LAWRENCE J. CHARROT 
PHONE, LONGACRE 7284 
CABLE ADDRESS “KAFLOWERS” 


The 
Katz-Charrot 


Company 


Importers of 


Artificial Flowers 


and 


Display Novelties 


for the 
Discriminating 


Display Men 


39 WEST 39th STREET 
NEW YORK CITY 
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A. H. LEE 
General Manager 


MARY C. MAHER 
Advertising Manager 


The success of the Schack Artificial Flower 
Company may be fittingly called a personal accom- 
plishment of its founder and present active director, 
Mr. Joseph Schack. The progressiveness that has 
characterized the successive accomplishment of 
distinctive introductions of the Schack Company 
are but acttiak manifestations of the spirit and ability of 
Mr. Schack. Indeed, he ‘might well lay claim to the 
honor of a place in the displayman’s “hall of fame,” not 
because of active participation in the practice or arrang- 
ing displays in the window, but because of the many 
practical and effective suggestions evidenced in the 
products of his organization, which have served might- 
ily in the development of the art of mercantile display. 

Space is not available at this time to attempt an 
inumeration of the brilliant contributions made by 
this man in the interest of better window displays, 
but the many evidences of their importance are 
everywhere manifested in the retail store windows, 
and should in some small degree serve to indicate 
the influence of Mr. Schack and his display concep- 
tions in the development of an art so generally con- 


JOSEPH SCHACK, President 


ORLA JUUL 
Mgr., Art and Designing 


AL. WORGER 
Manager of Service 


sidered paramount in the functioning of progressive, 
modern merchandising methods. 

Not only is the Schack Artificial Flower Com- 
pany a vital force in the profession and industry 
of display as it may concern itself with the show 
window and store interior but is equally prominént 
in other fields of decoration. It is one of the leading 
manufacturers of paper decorations and novelties 
particularly adaptable to floral parades, carnivals, 
jubilees and home-comings, 

As in all successful organizations the Schack 
Artificial Flower ompany takes particular pride in 
its service, and the progressive service as we know 
it to-day functioned in the Schack organization 
from its inception and long before it was embraced 
in the present form by many merchants. It is this 
service idea that supplied the substantial founda- 
tion of the Schack business and through the con- 
stant manifestation of it the Schack Artificial 
Flower Company is, and for more than a quarter 
of a century has been, an outstanding factor in the 
field of display. 


Executive Offices of The Schack Artificial Flower Company, Chicago, Illinois 
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| — Co Che Members of 
Che International Association 


of Display Men 


We invite you to inspect our offering 

of Decorations, both Floral and Painted, 

in Booths Nos. 1, 2, 3 and 4 in Main 

Ball Room, Winton Hotel, Convention 
| Headquarters. 



































3. —— Clebeland, June 18-19-20-21 


Original decorative ideas made up 
especially for you will be on display. 
Suggestions which we trust will be of as- 
sistance to you and meet your approval. 


L. BAUMANN .& CO. 


357-359 West Chicago Avenue - Chicago, Illinois 
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L. Baumann & Company 
357-359 West Chicago Ave., Chicago, IIl. 


NE cannot mention any of the leading artificial 

flower houses without immediately bringing 
to mind the organization of L. Baumann & Com- 
pany. So general and important has been the in- 
fluence of this house in the mercantile world that 
there is scarcely a merchant, not to mention dis- 
playman, who has not heard of its importance. 

Baumann’s, since 1901 has manifested the same 
spirit in display development that has characterized 
the organizations previously mentioned in this 
“article, and has, accordingly, contributed in like 
degree to the betterment and expansion. This 
house, since its inception, has maintained a prestige 
that forms one of the accomplishments of a busi- 
ness dedicated to the policy of distinctive service. 

L. Baumann & Company was founded in the 
year 1901 by Mr. L. Baumann, who had associated 
with him at the time a Mr. Richter, and for a num- 
ber of years the husiness was known as Richter & 
Baumann, Mr. Baumann assuming entire control a 
few years after the establishment of the business. 
In 1912 ill health forced Mr. Baumann to retire- 
ment, and control of the business passed into the 
hands of Frederick H. Gelderman, who directed its 
destinies until the latter part of 1921. Charles A. 
Bodine is the present successful director. 

The fame of Baumann display decorations, like 
those of several other firms in the display industry, 
became general through the distinctive employment 
of them in the great stores of Chicago’s State 
Street. Keenly aware of the critical tendencies of 


ESTABLISHED 1903 








merchants and displaymen of the earlier period 
when display value ‘was not accepted as the force 
that it is now, and when merchants’ ideas con- 
cerning their show windows bore no relation to 


the appreciation of them that is general to-day, . 


the Baumann Company set to work along well de- 
fined lines with the purpose of giving these mer- 
chants and displaymen something truly artistic and 
appropriate at a reasonable price. 

The artistic conceptions came easily enough, and 
they were appropriate and made to sell at nominal 
prices, but the task of getting them used was 
another question, and it is in the difficult work 
experienced in winning over the merchants of this 
period that a great achievement resulted, the in- 
fluence of which is directly responsible for the im- 
portance of display to-day. Baumann’s was a pro- 
gram of service and the same progressive spirit 
that guided this program in the early days of dis- 
play is distinctively present in the beautiful decor- 
ating conceptions constantly coming from the 
skilled creators of the Baumann’s of to-day, and em- 
ployed by hundreds of displaymen and stores as 
effective embellishments unexcelled in attractive- 
ness, originality and beauty. 

This brief review is intended as a part of a general 
appreciation of the display industry as it has affected 
display expansion and development, and while limited 
space makes further references impossible at this time, 
future issues will introduce the other important organi- 
zations contributing to mercantile progress. 





A Beautiful Bride Display by E- R. Dean for The Dayton Company, Minneapolis, Minn. 
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An Introduétion of Distinétion and 
Effeétiveness for Display Men 
and Merchants 








The Lackner Company announces the early presenta- 
tion of a new line of Fall and Holiday poster show 
cards, designed to meet the requirements of the most criti- 


cal and discerning display man and merchant. 


This beautifully ornamented line of ready-to-letter 
showcards will-be printed in from four to eight colors 
by special process, in all popular sizes, from one-sixteenth 


to one-half sheet size. 


The stores of the country will thus have at their com- 
mand the choice of a wide range of show card effects 


with a powerful selling punch. 


Advance reservations for the choice of this line now 
being accepted—the first store in each city that writes 


will secure choice of the entire line and its exclusive use. 








THE LACKNER COMPANY 


Designers and Originators 


Lackner Building - ‘ i 


Cincinnati, Ohio 
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When in Chicago 
be sure to visit 
our down town 


Show Room at 63 




















You Remembel 


I. A. D. M. Convention of 1908, at Cadillac Hotel, Detroit 


E. Adams Street. | 
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hat 1 


a manufacturer first exhibitec 
at an I. A. D. M. Convention 


IT WAS THE 1908 CONVENTION 


WI 

AT THE CADILLAC HOTEL, DETROIT he lar; 

| : In 

That was fifteen years ago. The manufacturer was Mr. Joseph Ing ar 
Schack. The effect of that first venture is apparent today. The idea}, ¢1 
which it embodied has since been adopted by an entire industry and dis #M\ayy 
playmen everywhere now look forward to I. A. D. M. Conventions, not rating 
only for the pleasure of meeting old friends, but for the inspiration theMordey | 
exhibits afford and the buying opportunities they provide. 1 
; ier ; and m 
Since the welcome accorded his first display, Mr. Schack has become , 
cn 


a familiar figure to I. A. D. M. Members, having attended and displayed 


: issued. 
at every Convention for fifteen years. 


beautif: 


Mr Schack invites all who attend the Cleveland Convention to vist TH! 
him and inspect his new offerings for Fall. You will find his display ™ 
Rooms 18, 20 and 22, Second Floor, Hotel Winton. They well exempli!/MANI 
the originality and fertility of ideas that have created such widespre24f Fact 
demand for Schack’s productions. 173 
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Schack’s First Catalog 
as Issued In 1898 


hat was Twenty-Five Years Ago When the Display 
Profession Was In Its Infancy 


\Vhen the displayman existed at all, and that was only in 
he larger cities, he was known as a “window trimmer.” 


In view of this condition, Mr. Schack realized the necessity of creat- 
ing a market. He decided to issue his first catalog. While it contained 
nly thirty illustrations it opened up a new world to the small merchants. 
lany were, for the first time, brought face to face with the idea of dec- 
rating their windows. Others, more progressive, were enabled to 
rer without sending for samples or dickering about prices. 


Today Schack’s Catalog is sent all over the world. It is the largest 
and most complete catalog issued by any manufacturer in the field. 


_ Schack’s New Fall Flower Book illustrated above, is the finest they have ever 
‘sued. It contains hundreds of illustrations in actual colors showing new and 
deautiiul! decoratives at remarkably low prices. 


THE SCHACK ARTIFICIAL FLOWER CO. 


MANUFACTURERS ot IMPORTERS o% DESIGNERS 


FACTORY— CHIC AGO SALESROOM— 


1739-45 Milwaukee Ave. 63 E. Adams Street 


Shown in circle is 
Schack’s First Cat- 
alog. Just above is 
the beautiful, new 
Fall book. It is 
mailed FREE upon 
Request. Ask for 
Catalog FA20 
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Reproduction from 
Life of Claire Forbes- 
Crane—noted pianist. 


Window by - Paul 
Lupo—Barker Bros. 


Model from Life by 
L. E. Oates. 





Wax figures 
of 


Character 


We feature models from life. The photo- 
graphic reproduction above was made on 
a special order. It portrays the ability of 
our skilled staff of artists. 


Our figures possess a character and per- 
sonality not found in ordinary wax figures. 


Our new sales policy for 1923 will prove of 
interest to buyers of wax figures. Use the 
coupon below in requesting sales policy in- 
formation and we will send along with it 
an artistically modeled card tray for your 
desk. This tray is made specially for dis- 
playmen. It’s something new and useful. 
The supply is limited—send coupon at once. 


L. E. Oates 


Maker of Wax Figures 


Studio 


105 East Tenth Street, Los Angeles 


—_ a Sed ee EL se 


L. E. Oates, 105 East 10th St., Los Angeles 


Gentlemen: 


Send along without cost to me the display man’s desk 
tray and information on your new sales policy for 1923. 


PRD sos ick bacon scicgoestektabuias ss sss tecpeese eka 











HULSIZER DECORATIONS POPULAR WITH 
MERCHANTS AND DISPLAYMEN 


Displaymen will find a practical suggestion in the an- 
nouncement of The Hulsizer Artificial Flower Company, 
printed on another page of this issue. It will also prove 
beneficial to merchants interested in securing for their 
stores added prestige and more sales. 

The Hulsizer Company has been serving the mercan- 
tile field for many years and through the observance of 
its policy of right merchandise at lowest possible prices 
has gained a patronage of vast proportions. At the present 
time this organization is busily occupied in supplying the 
demands tor parades and carnivals, and is introducing 
many artistic novelties bound to meet the approval of dis- 
playmen and merchants contemplating taking advantage 
of the great opportunities afforded through parade, jubilee 
and home-coming publicity. Write for the Hulsizer 
catalogs featuring decorations for store and window dis- 
play, halls, conventions, parades, carnivals, jubilees, home- 
comings, etc. The address is: The Hulsizer Artificial 
Flower Co., Des Moines, Iowa. 





WALTER E. ZEMITZSCH ALWAYS A BOOSTER 
FOR DISPLAYMEN’S ASSOCIATION 


‘ Announcement on another page of this issue includes 
an expression from Walter E. Zemitzsch, in which he 
manifests appreciation tor displayman co-operation and 
support so generally accorded the organization of The 
Walter E. Zemitzsch Artificial Flower Company since its 
establishment just one year ago. 

Mr. Zemitzsch, who will be remembered as the display 
manager for Famous & Barr Co., St. Louis, deserves this 
support not only because of the character of decorative 
conceptions he is now placing at the disposal of display- 
men, but also because of his years of distinguished service 
as a display manager and constant efforts along the lines 
of association development. Mr. Zemitzsch has served 
several terms as president of the St. Louis Displaymen’s 
Club. 





A powerful champion of the im- 
Something For portance of display as a_ vital 
the Merchant force in sales stimulation is to be 
To Read 
found in D. C. Keller, president of 
The Dow Drug Company, Cincinnati, and who ex- 
presses his appreciation of display value in an arti- 
cle especially written for and published in this issue. 
Mr. Keller, the active managing director of one 
of the most successful business institutions of its 
kind in America attributes the position of its 
organization as an outstanding retail institution in 
great measure to the organization’s complete ac- 
ceptance of the display idea as the best instru- 
ment of creating store prestige and sales. He, 
without qualification, designates display as the un- 
disputed supreme force in the making of merchan- 
dise sales, and this opinion, coming as it does, 
from a merchandise captain that not only is a power 
in his own community but a figure of great im- 
portance in the national field of merchandising 
should serve as a stimulus for more intelligent con- 
sideration and deliberation by those merchants who 
have yet failed to attribute to window display the 
importance its great accomplishments warrant. 
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PLASTIK-ART BACKGROUNDS 


HAVE TAKEN CINCINNATI BY STORM!! 
* SOMETHING NEW — NOVEL — ENTIRELY DIFFERENT * 





THEY 
BRIGHTEN 
UP 
DARK 
WINDOWS 








THEY 
PUT 
ACROSS 
YOUR 
DISPLAYS 








PLASTIK-ART BACKGROUNDS, Urns, Pedestals and Lamps in Kline’s, 
one of Cincinnati’s finest stores. 


WHEN YOUR CUSTOMERS DEMAND A CHANGE 


Your patrons grow tired of your windows and 
indicate at times a desire ‘for a radical change. 


‘Tis then you should follow the lead of Mr. Kline 
and install a PLASTIK-ART BACKGROUND. 


He and other leaders in their lines *have found 
that it pays to brighten up their windows. 


“Gentlemen: There is no question about the value of your 
PLASTIK-ART BACKGROUNDS. We have installed them 
in our windows and are well pleased in every way, and 
especially since the scenery has been substituted for the 
stone effect. 

Undoubtedly more sales are being made since the people 
of Cincinnati have been attracted to our windows and 
actually drawn into our store by these backgrounds. 


Very truly yours, 
KLINE BROS. CO. (Cincinnati, O.)” 


WRITE FOR FREE BULLETIN “D” 


It illustrates a number of PLASTIK-ART BACKGROUNDS and gives a very clear idea of the con- 
struction and finishes. Send measurements or a floor plan of your windows if you wish a quotation. 
If you are considering a change in the appearance of your windows we will prepare designs for your con- 
sideration. WRITE US TODAY! There is positively no obligation involved. 
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Pedestals 


Lamps 











°0 THE NATIONAL 
Panel PLASTIC RELIEF CO. Var 


DIVISION OF NEWMAN MANUFACTURING CO. 
416 ELM STREET, CINCINNATI, OHIO 
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Fountains 
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Ornament in the Display Window 


Egyptian ornamentation at present most used and abused of all forms 
of art—The types of Egyptian ornament and how to employ them 


By HENRY SHERROD 
Display Manager, The Stewart D. G. Co., Lowisville, Ky. 


sala Y PTIAN ornamentation is probably the most 
used and abused of any period in the display 
| game. It is purely smybolical, and we use it 
as if it meant nothing. Egyptian ornament is older 
than we dream of. All that remains with which we 
are acquainted exhibit this period in its decline. Mon- 
uments erected two and three thousand years before 
Christ are formed from rums still older and more per- 
fect. We are thus carried back to a period too remote 
for us to discover any trace of its origin. In all other 
stvles we can trace a rapid ascent from infancy, 
founded on some bygone style, to a culminating point 
of perfection, when the foreign influence was changed 
or discarded. 

The lotus and papyrus, growing on the banks of the 
Nile, symbolizing the food for the body and mind; the 
feathers of rare birds, which were carried before the 
king as emblems of sovereignty ; the palm branch with 
the twisted cord made from its stems—these are the 
few types which form the basis of that immense variety 
of ornament with which the Egyptians decorated their 
gods, their homes, their clothing and their tombs. The 
valley of the dead, with its changeless ornamentation, 
shows us their many uses plainly. 

In constructing your settings with this period in 





Bride Display by Henry Sherrod for the Stewart Dry Goods Co., Louisville, Ky. 


mind, remember that the ancient Egyptians followed 
the above types so that they were nearly allied to their 
natural form—they could hardly fail to observe the 
same laws which the works of nature ever display: 
and we find, therefore, that Egyptian ornament, hovw.- 
ever conventionalized, ever remains true to type. We 
are never shocked by a misapplication or violation of 
a natural principal. On the other hand, they never 
destroyed the consistency of the representations. 

A lotus, carved in stone, forming a graceful termi- 


nation to a column, or painted on the walls as an offer- | 


ing to their gods, was never such a one as might be 
plucked, but an architectural representation; in either 
case the best adapted for the purpose it had to fill, 
enough like the type to call forth in the beholder the 
poetic idea which it sought to supply without shocking 
the feeling of consistency. 

Egyptian ornament is of three kinds—that which is 
constructive, that which is representative, and _ that 
which is simply decorative. In all cases it was sym- 
bolic and, as we have observed, formed on some few 
types which were but slightly changed during the whole 
period of Egyptian civilization. 

Of the first, constructive ornament, are the decora- 
tions of the means of support and crowning members 
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A. FELDMAN FIXTURE CO., Inc. 
32 West 32nd St., New York 


Fine Wood and Metal Display Fixtures 
Humanized Wax Figures—Model Forms 


— 
L. 











Store Equipment — Flowers — Valances 
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Dress Stand 
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L. W. Pedestal 
















Our Classic Design Fixtures 
herewith illustrated, made in 


hardwood, beautifully finished 


—correct in proportion and 





design. 


Made in all types of fixtures 


for displaying all lines of mer- 





chandise. 


Costume Form Drapery Stand 


We can furnish Console, Oval, 
Oblong, Triangle and Triple 
Top Tables in the Classic line. 








Collar Stand H. W. Pedestal 


T 


Oblong Table 


FELDMAN’S 
FORMS 


, Our new 1923 Model Forms 


have the correct lines neces- 


Tee Stand 


sary for the present day 





fashions.’ 


They are approved and in 
use by some of the largest 





stores throughout the country. 


They are Fashion’s Favorite 


Models. 





Hat Stand Men’s Coat Stand 


Waist Form 
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of the walls. The column only a few feet high, or one 
forty or sixty feet, as at Luxor and Karnac, was an 
enlarged papyrus plant, the base representing the root ; 
the shaft, the stalk and the capital the full blown flower 
surrounded by a bouquet of smaller plants. 

We may imagine it the custom of the Egyptians in 
early times to decorate the wooden posts of their first 
temples with their native flowers tied round them, and 
this custom, when their art took a more permanent 
character, became solidified in their monuments of 
stone. 

The second kind of Egypt:an ornament results from 
the conventional representation of actual things on the 
walls of the temples and tombs; and here again, in the 
representations of offerings to the gods or of the vari- 
ous articles of daily use, in the paintings of actual 
scenes of their domestic life, every flower or other 
object is portrayed not as reality, but as an ideal repre- 
sentation. 

The third kind of Egyptian ornament is simply 
decorative, or which appears so to our eyes. Their 


THE DISPLAY WORLD 


Striking Example of Lace Draping by H. H. Tarrasch, Stix, Baer & Fuller. St. Louis, Mo. 


PE: RE ee, 


formation of patterns by the equal division of similar 
lines, as by weaving, gives to us displaymen an acct- 
rate notion of symmetry, arrangement, disposition, and 
the distribution of masses. The Egyptians, in their 
decoration of large surfaces, never appear to have gone 
beyond a geometrical arrangement. 

The ornament of the Egyptians is thoroughly poly- 
chromatic—they painted everything. Therefore we 
have much to learn from them on this head. They 
dealt in flat tints and used neither shade nor shadow, 
yet found no difficulty in poetically conveying to the 
mind the identity of the object they desired to repre- 
sent. The colors used by the Egyptians were princi- 
pally red, blue, and yellow, with black and white to 
define and give distinctiveness to the various colors, 
with green used generally, though not universally, as 
a local color such as in the green leaves of the lotus. 

Let us then, before attempting to use this period, 
make a careful study of it, so that our work will rival 
the grace of its construction and have the harmony of 
its varied forms. 


00000000 


NEWSPAPERS COMMEND RUSSEL MOORE 


The beach of Atlantic City formed the background for 
a recent striking display of straw hats, arranged by Russel 
Moore for the Breinig & Bachman Company, Allentown, 
Pa. Local dailies commented on the artistic value and 
sales power of Mr. Moore’s showing. 





FLEISHER KNITTING CONTEST GETTING 
LIBERAL WINDOW SPACE 


Displays featuring contributions to the knitting contest 
now being conducted by the B. W. Fleisher Co., Inc., 
Philadelphia, are becoming quite popular. The Fleisher 





Co., is offering approximately $12,000 in cash prizes. A 
recent display of particular interest was arranged in 4 
window Of the Royal Dry Goods Company, Evanston, Il, 
where Miss Mary Koot has charge of the decorating. 





TIRE FIRM FEATURES SOAP DISPLAY 


Here’s co-operation! The Petit Tire Company, Lincols, 
Nebraska, agents for Lee puncture proof tires, is at presen 
featuring in its windows products of the James S. Kirk 
Company. True, the Kirk Company makes soap, but i 
also operates a fleet of trucks, all equipped with Lee tires. 
This is a powerful example of duo-display publicity. 
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I DO YOUR WORK RIGHT IN YOUR STORE .:. SEE ME FOR DATE 
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1309 Spencer Ave., Marion, Ind. 


Established 1903 





Repairing and Enameling Headless Suit and Waist Forms 
Refinishing and Repairing Wax Heads 
Broken Heads Repaired Crooked Necks Straightened 
LONGEST IN BUSINESS 
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More Sales Through Better Lighting 


Efficient window and store lighting has become an essential in modern 
store service—Brings added profits and meets community demands 


By N. W. TOWNSEND 


Lighting Efficiency Engineer, The National Lamp Works, Cleveland 


ID you ever have a salesman call on you and 
go to great length in explaining the “whys and 
of his product, and acclaim the 
merits of these products to the high heavens? You 
probably have, and are consequently inclined to be 
skeptical of salesmen’s claims in general. For when 


9) 


some of these “wind-jammer” 
purveyors are pinned down to 
“brass tacks” you quite frequent- 
ly find that they have few facts, 
no recommendations, no testi- 
monials, to substantiate their 
claims. 

To ward off any inclination 
to be skeptical of the results im- 
proved store lighting has claimed 
it is probably advisable to find 
out just what testimonials and 


This is the third of a series of 
twelve articles by N. W. Townsend, 
and like those that have preceded it 
brings out several vexing problems 
in retail merchandising and applies 
the solution. Merchants and dis- 


playmen will benefit through a care- 
ful reading of Mr. Townsend’s arti- 
cles since his long experience has 
excellently equipped him to write as 
an authority on the important sub- 


Each year, more and more merchants have acknow!- 
edged the value of proper artificial illumination. And 
with this recognition of the actual dollars and cents 
value of good lighting has come a demand for lighting 
systems that will meet requirements far more exacting 
than those requisites of the illuminating systems of the 


earlier and not so progressive 
periods of merchandising. 
Merchants accept lighting as 
an aid to sales. We have proof 
of this in the brightly lighted dis- 
play windows. And an increas- 
ingly large number of merchants 
see that their stores are well 
lighted on dark days, and even 
mid-afternoon on bright days. 
And further, considerable atten- 
tion is now given to attractive 


experience there are to back up 
the claims made for good light- 
ing. There are so many shining 
examples of what good lighting 
has done for the merchant, that it is hard to pick out 
just a few representative ones. 

The great majority of merchants probably will 
wholeheartedly agree with the statement made by the 
president of the Rhodes-Rapier Company of Louisville, 
who said, “Without sufficient lighting a store has the 
appearance of a morgue and will eventually be one. 


ject of store lighting as it influences 
sales promotion in the modern store. 


fixtures and decorative lighting 
effects. But certain wise mer- 
chants have gone even further, 
and we find real lighting “fans” 
in every town and every big-city shopping district. 
These “fans” have discovered that lighting is not merely 
an antidote for sales-depressing gloom, but a construc- 
tive force in busines, ranking in importance with other 
forces that all merchants know. These modern cap- 
tains of commerce have learned that good buying, ad- 
vertising, salesmanship and service will have an able 


An Unusually Effective Showing of Corsets by Jerome A. Koerber, Strawbridge & Clothier, Philadelphia 














FS 


know!l- 

And 
1 cents 
ighting 
xacting 
of the 
rressive 


ting as 
e proof 
ted dis- 
increase 
rchants 
re well 
id even. 

days. 
2 atten- 
tractive 
lighting 
e mer- 
further, 
“fans” 
district. 
- merely 
ynstruc- 
‘th other 
rm cap- 
ing, ad- 
an able 





DISPLAY WORLD 























Lord and Taylor New York City L. Bamberger & Co. Newark, N. J. 
L. E. Weisgerber, Display Manager J. J. Cronin, Display Manager 


Typical Department Stores using 


Frink Bronze Footlight Reflectors 
“Consult Us For Your Needs” 


== Specify Frink Reflectors == 


Window Reflectors Wall Reflectors 


Showcase Reflectors General Illumination 
I. P. FRINK, Ine. 


St. Louis Birmingham Atlanta Seattle 


R. H. Macy & Co. New York City James McCreery & Co. New York City 
I, C. Eldredge, Display Manager J. C. Chase, Display Manager 
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One of the many well-lighted stores in the city of 
Cleveland is that of the Hirsch Company, a store deal- 
ing in women’s furnishings. Mr. Paul Hirsch says: 
“We rate the value of proper illumination so highly 
that all of our units are kept lighted throughout -the 
entire day. We have found that by doing this the sales- 
ladies are ‘pepped up’ and do not tire so easily as they 
would with less illumination.” This matter of good 
lighting increasing the efficiency of the sales force is 
an interesting fact, and the experience of this progres- 
sive Cleveland merchant is by no means an uncommon 
one. 

Many merchants claim that well-lighted windows 
actually beckon to customers. Mr. A. Grube, of the 
A. Grube Co., Logansport, Ind., says: “A well-lighted 
display window is a beacon light, beckoning the custo- 
mer,” and that “a well-lighted store front presents at 
all times an inviting and cheerful appearance, and the 
public goes where it is invited and where it feels at 
home.” 

An interesting and convincing testimonial as to just 
what good lighting can do, is furnished in the experi- 
ence of The S. Barker’s Sons Co., Cleveland, a store 
dealing primarily in office supplies and equipment. Mr. 
Barker says: “Good lighting is of very great import- 
ance to the retailer. This fact was brought home to 
us forcibly by our recent change of location. We were 
formerly centrally located, but we recently removed to 
our new permanent quarters a few blocks distant. It 
would be but natural to expect a severe failling off in 
the new location, but due to our splendidly lighted 
store business opened up with a jump and many new 
accounts have been started daily. The even distribu- 
tion of light aids greatly in the selection of merchan- 
dise and makes it possible to utilize the most remote 
corner of the store for sales purposes. We are greatly 
pleased with our lighting installation and place a very 
high advertising and merchandising value upon it.” 

Another example of how good lighting makes sell- 
ing easier and gains new customers, is that furnished 
by an entirely different type of store—a hardware store 
—that of Lewis Bridge & Sons, Huntington, Ind. This 
store’s statement is that “Good lighting is absolutely 
essential in a progressive store. It attracts customers 
and makes selling easier. A well-lighted display win- 
dow is one of the very best means of advertising. We 
have just recently improved our window lighting and 


find that the results obtained more than justify the 
expenditure made. These well-lighted windows at- 
tract more passers-by than formerly and consequently 
have increased the number of our customers.” 

The general rule on investments is that the higher 
the expected rate of return the greater the risk. To 
this rule the store lighting investment is a shining ex- 
ception, for the return is so high that the installation 
pays for itself in a very few months, while the risk is 
practically nothing. Good lighting is a sure investment 
—an investment that pays dividends. This fact is 
borne out by the statement of Mr. Wilson, of the 
Goodform Shop, Montgomery, Ala. Mr. Wilson says: 
“We fully realize now that good lighting is one of the 
most important sales aids we have. Not only are we 
better able to display goods in our windows, but it is 
also possible to arrange and display merchandise inside 
our store much more satisfactorily. We also notice 
less sales resistance than formerly and our customers 
are able to determine the quality and value of our mer- 
chandise more readily now, with the result that sales 
are quicker and easier. Good lighting is an investment 
that pays dividends. We recommend it to any mer- 
chant.” 

No matter where a store is, just so it is on a busi- 
ness street, it can have good lighting and will attract 
people to it and make it stand out in contrast with the 
poorer lighted stores in its vicinity. Perhaps one oi 
the most interesting sidelights in this matter is that 
brought out by Mr. Browning, vice-president of the 
Browning, King & Co. chain of men’s furnishing 
stores—a chain with which most of us are doubtless 
familiar. Mr. Browning makes the statement that 
“there was a time when a corner site was considered 
the requisite if a clothing store was to have the proper 
light throughout its interior. Today, however, in the 
location of our various stores throughout the country 
we are often satisfied to take the middle of the block 
because of the modern electric light.” 

Wherever he be, whatever he sells, the progressive 
merchant of today should give heed to good lighting 
in his store. The benefits of good lighting have been 
realized and acclaimed by merchants, great.and small, 
from the largest department stores to the lowly shoe- 
shine parlor of. the Greek bootblack. Profit by the ex- 
perience of others. Read what the merchants quoted 
have said, and examine your lighting system. 
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NEW FIXTURES AND DISPLAY CONTEST 
FEATURES ANNOUNCEMENT 


The Brown Shoe Company, St. Louis, has manfested 
its appreciation of the power of display as a force in creating 
sales throughout its many years of brilliant accomplish- 
ment, but it is doubted if any innovation or sales sugges- 
tion of this organization surpassed, or even equalled, in 
possibilities its most recent introduction of the “juvenile 
fixture set” for the displaying of children shoes. 

Complete details concerning these fixtures and advice 
indicating how they may be procured and employed will 


be found in the announcement of The Brown Shoe Co., on 
another page of this issue. Of particular interest to dis- 
playmen is the window display contest now being con- 
ducted and in which many valuable prizes are.to be 
awarded. 





Announcement is made that H. N. Drio, display man- 
ager for Charles T. Metzler Company, New Castle, Pa., 
has been awarded a $25 cash prize in the window display 
contest recently conducted by the Chamber of Commerce 
of Athletic Goods Manufacturers. 
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Buy up-to-date floral parade 
decorations direct from the 
manufacturer. 


GASTHOFF’S Floral Parade 
decorations are known through- 
out the country for coloring, qual- 

ity and price and have been prize winners 
at many of the leading parades for the past 
years. 


Our decorations won all five prizes at the Gasparilla floral 
parade held at Tampa, Florida. 


This photograph and letter will show you who designed and 
furnished this particular car decorations. 


Write for our Floral Parade Catalogue 


J. F. Gasthoff & Co. 


Leading Manufacturers of Artificial 
Flowers and Decorative Supplies. 


DANVILLE, ILL. 


See our display at the Cleveland Convention 
Rooms 10 and 12, Second Floor 














# SUN-RAY 


SPOT-LIGHTS and 
LIGHTING EQUIPMENTS 


This illustration shows the com- 
plete line of spot-lights and light- 
ing equipment for 


“WINDOW DISPLAY and 





SHOW ROOM LIGHTING 





My best guarantee for service and 
quality are my list of high-grade 
satisfied customers and my twenty 
years’ experience ig this work. 


You are cordially invited to write 
for details of the particular number 
you are interested in. I will send 
full description and prices. 


Illustrated folder sent upon re- 
quest, also information on new ad- 
ditional equipments which we will 
shortly introduce. 


Sample Colored Gelatin Book on 
: Request. 


FREDERICK BOHLING 


556 llth Ave. New York 
At 42nd St. 
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Color Determines Display Strength 


Color application in display demands intensive study, since the success 
of the showing depends largely on the correct use of it 


By H. H. ADLER 


Fashion Designer and Colorist, New York City 


OW often have you heard the remark, “I guess 
that color will do.” It usually doesn’t do. The 
combination of colors is something which can 

not be guessed about—it must be thoroughly under- 
stood. 

Did you ever live near a large building in the course 
of construction? After a week or two of constant 
hammering, sawing, scraping, and shrill steam whistles, 
you probably wondered what made you so cross and 
irritable when you came home from work. Now mul- 
tiply the weeks by months, and the months by years, 
and you get some idea of how people feel who spend 
their lives amid shrieking, piercing, and horribly clash- 
ing colors. 

On the other hand, try to picture what this world 
would be like if there was no sunshine, no blue sky or 
green trees, but only days of monotonous rain and 
gloom, and you get some idea of how people feel who 
spend the greater part of their lives amid dull, gloomy, 
and colorless surroundings. 

The old Egyptians, Greeks, and Romans realized 
the importance of good color, and were not afraid to 
use it. They enlivened their buildings with painted 
friezes and filled them with painted furniture, frequent- 
ly decorated in the most brilliant hues. The early 
Christian churches contained walls that fairly sang with 


color, and encased in these walls were the stained glass 
windows which added further brilliancy and depth— 
but they knew how to combine color. 

Today, decoration has become more or less stereo- 
typed and hackneyed. The art of spontaneously com- 
bining color seems to be buried beneath a great deal of 
technical knowledge on painting and decorating. What 
is needed is an accurate and dependable guide for color 
combination, so that we may create harmonies with 
confidence and assurance. 

The question of “what colors shall I use?” comes 
up in practically every aspect of modern life. In the 
selection of clothes it is an exceedingly important one. 
The touch of the proper contrasting color makes or 
mars a hat or gown. American women are using more 
and more discrimination ‘n the selection of colors for 
their apparel and their homes. Manufacturers are en- 
couraging the creation of beautiful handwork through- 
out the country, by offering prizes and encouragement 
in many ways. One manufacturer, for instance, has 
inaugurated a nation-wide contest, offering very sub- 
stantial prizes for the most beautiful knitted garments 
designed and made by American women. In deciding 
the awards, unquestionably color will be in the fore- 
ground, as color is always the handmaiden of beauty. 
Such contests deserve every encouragement, for every 


Porch Furniture Display by John R. Patton, L. S: Ayres & Co., Indianapolis, Indiana 
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woman who enters them will profit from the exercise 
of her color sense and the experience it will give her 
in trying out harmonious color combinations. 

If we surround ourselves with dull and gloomy 
colors, they are reflected in our moods, and we become 
disheartened and depressed. Our spirits droop under 
the influence of a dark and dismal day, but immediately 
revive with the return of sunshine. Spring acts like a 
tonic through the color of its blue sky, its green foliage 
and variegated flowers. It is impossible for a blind 
man to experience the thrill and stimulation which the 
seeing gain from the contemplation of nature’s vivid, 
positive, yet exquisitely harmonious colorings. It is 
not natural nor desirable for people to live amid drab 
surroundings, and more and more color is being used 
in the furnishing of the home, in clothes, and in manu- 
factured articles. 

To apply color understandingly is not the difficult 
thing which we have been led to believe. Most people, 
particularly women, have a strong love of color and an 
instinctive feeling for the beautiful. At the same time, 
a few simple and easily comprehended rules must be 
taken as guides, for the beauty of the most carefully 
chosen embellishments will be lost if the background is 
unsuitable in color, and the effect of an entire setting 
may be destroyed through the mistaken selection of one 
item. Color is far too potent an element to be em- 
ployel in a haphazard manner. 

Doubtless every reader knows that all the color we 
see about us in nature or in manufactured articles is 
derived from a single source, namely, the spectrum, or, 
as it is commonly known, the rainbow. This is nature’s 
paint box and contains all the colors she uses, however 
impossible this may seem when one views the innumer- 
able changes of shade and tint which she spreads be- 
fore us in the landscape. 


Chart for Selecting Color Harmonies 


The selection of the properly harmonizing colors 
from the rainbow has been arranged in a simple and 
readily workable form by one of our well-known Amer- 
can artists, Mr. Henry Fitch Taylor. By the use of a 
mask with cut-out windows placed upon the spectrum 
band, the colors which harmonize are always made to 
appear before the eye. This color keyboard will be 
found to be of invaluable service in building up deco- 
tative schemes for windows, for homes, or in the design 
of clothes, gardens, craftwork, etc. 

Each of the twelve spectrum colors on the keyboard 
is the head of a family, and in building a scheme upon 
a single color, the first step necessary is to discover to 
what family the color belongs. This does not mean 
that it must precisely match one of the color tones on 
the keyboard, for each family includes an infinite num- 
ber of gradations. For example, a peacock shade is 
neither a blue nor a green, but a color between the two, 
namely, a blue green. A mulberry is neither a red nor 
4 violet, but a color between the two, namely, a red 
Violet. 
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; OUR SPECIALTY 


> Give us a description and lay out of your store front 
and the type of trade you cater to and we will design 
the proper valance for you, no charge for this service, 
» also a complete stock of silk plush, write for price. 


Karl L. B. Roth, Manufacturer & Designer 




















Advertising and Window 


Display Picture Frames 
Also Mirrors. 


PEERLESS FRAME and 
MOULDING CO. 


| CALL LONGACRE 1283 
511 and 513 West 42nd St., New York 


























WINDOW TRIMMERS AND DISPLAYMEN 
Paint your own Scenic Background and Artistic Accessories. 
We teach you how by Mail. Our Exchange Correspondence 
Courses in Theatrical Scene Painting and Pictorial Arts are 
practical and inexpensive. We also sell Imported Theatrical 
Scenery Models, they are wonderful. 

trated Literature and Price Lists. 


ENKEBOLL ART INSTITUTE, Omaha, Neb. 


Send stamps for Itus- 

















COMBINATION MAN—Must be experienced in win- | 
dow trimming, card writing and advertising, for store 
selling men’s, boys’ and women’s wear; also dry 
goods. State salary and former connections in your 


first letter. Tp7— MUNKER COMPANY 
Steubenville, Ohio 














WANTED—AN EFFICIENT DISPLAYMAN 


to serve in the display department of progressive, 
high-grade store. State experience and salary desired. 








CLEMENT KIEFFER, JR. 
Display Manager The Kleinhans Co. 
z Buffalo, N. Y. 


























IF YOU WANT— 


A Better Position 
To Secure a Good Man 
To Buy Good Used Equipment 
To Dispose of Equipment not now 
needed 
Advertise Your Wants in 
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DAVID A. MOREY 
S. S. Pierce Co., Boston, Mass. 

“The ART OF DRAPING,” by 
Jerome A. Koerber fills a long 
felt want for an authoritative 
source of information on this 
important subject. Mr. Koer- 
ber is to be congratulated on his 
clear and concise explanation of 
this important phase of window 
decorating. 

“T will undoubtedly use this 
as a text-book in connection 
with my class of Window Decor- 
ating at Boston University.” 

* * * 


KENNETH CURTIS 
Curtis-Leger Fixture Co. 
Chicago, IIl. 

“T have read Koerber’s book, 
The ART OF DRAPING, and 
passed it on to the rest of the 
members of our organization 
here, and we have all found it 
very instructive and interesting. 

“This book fills a long felt need and should 
be in every window trimmer’s library.” 

- ae! 


O. WALLACE DAVIS 
H. Batterman Co., Brooklyn, N. Y. 

“When I received my copy of The ART OF 
DRAPING I was greatly gratified to learn Mr. 
Koerber had consented to publish in book form 
some of his most valuable information on one of 
the fundamentals of display work. 

His effort will prove a most helpful medium 
to all and Mr. Koerber has handled his subject 
well, overlooking no detail and simplifying the 
most difficult problems to a degree readily under- 
stood by the least experienced, yet appreciated 
by the most expert. 

“Tt is a clever book by a clever man and the 
clever window trimmer will surely want to pos- 
sess it. I highly recommend it because its worth 
justifies it.” 













































eee 
G. E. PRUE 
Jordan Marsh Co., Boston, Mass. 
“I found great pleasure in reading Mr. Koer- 
ber’s book, The ART OF DRAPING, and believe 
it fills a much needed want in the display pro- 


Koerber’s Book Meets Needs of Display Field 


Leading Men of the Profession Endorse It Enthusiastically 





C yhe ART of 


DRAPING 


FO 2 


MERCANTILE 


5 


DISPLAY 


Jerome A. koerber. 


“It certainly proved interesting and practical, 
making a review for the experienced man, while 
being thoroughly comprehensible and is a won- 
derful aid to the beginner.” 

* * * 


R. T. WHITNAH 
The Crosby Bros. Co., Topeka, Kans. 

“I believe The ART OF DRAPING, by Jerome 
A. Koerber, is one of the most thorough books 
of its kind that I have seen. It is not only of 
value to the assistant, but to the display manager 
himself. I know that I shall learn quite exten- 
sively from) it.” 

. a. st 
JOHN R. PATTON 
L. S. Ayres & Co., Indianapolis, Ind. 

“Koerber’s book, The ART OF DRAPING, 
contains good material for the display boys as its 
tendency is to guide them in the right direction 
and gives them something definite to go by.” 

*x* * 


K. JACKSON 
The Botanical Decorating Co., Chicago, Ill. 
“The ART OF DRAPING,” by Koerber, is in- 
deed very interesting and we expect to make good 
use of it. We shall be glad to refer the frequent 














fession. inquiries for a book of this kind to you.” 
\ The only modern text book on draping—in fact the 
“yN only draping book published during past decade. 
a} MN Four Parts—More Than 100 Illustrations—One Hundred Twenty-Eight 
Cok, “ay ms Pages — Size 71%4x10% — Beautiful, Substantial Cloth Binding. 
& ot. 4 Si bed bd 
6 aha, a he Price $3.00 Postpaid 
tig, eaptentty ay Sty Edition Limited—Order TODAY! 
. = @) 
he, “ ee & CS ®, SPECIAL OFFER—A copy of this new book, THE ART OF 
oO. 8 “Go, 20, GN i DRAPING, together with a year’s subscription to The DIS- 
“%. %% Op 0, %, Xo PLAY WORLD at a cash saving of $1.00—Both for $4.00. 
%, *e en be 2 It you are already a subscriber your subscription will be extended. 
“ “My "Gm & 
so, % 
SD 2 THE DISPLAY PUBLISHING CO. 


\. 1209-11 Sycamore Street Cincinnati, O. 
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As these color families begin to be recognized and 
understood, you will feel on more friendly terms with 
color and begin to realize that instead of being the 
vastly complex subject that color appears to be with 
thousands of tints and shades and hues, it has been 
organized by nature very simply and well, and can 
easily be comprehended and used by all. , 

With a color harmony keyboard you will be able 
to perform upon the color spectrum just as easily as 
a child is taught to perform upon the piano. The 
ability to combine colors harmoniously is no more a 
special gift of a chosen few than the ability to choose 
musical sounds harmoniously. If you had no idea how 
a piano is played, you would think a very mediocre 
performer a great artist. If you had no idea of the 
simple rules underlying the use of color, you would 
naturally be timid in combining colors, but when the 
simplicity of the rules is once recognized the difficulty 
will vanish and you will derive great pleasure from 
using your own creative instinct. 
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Straw Hat Display by S. Cohen for Roos Brothers, San Francisco, California 









There is no limit to the number of refreshing and 
charming color schemes which can be built up by using 
the color harmony keyboard. Visualize a living-room 
with sand-colored walls and green blue hangings and 
upholstery, relieved by a few touches of dull red; or a 
room with gray walls, thin yellow window curtains, 
mulberry upholstery and a deep blue rug. Now vis- 
ualize a bedroom with pale green walls, and lavender 
curtains and bedspread trimmed with bands of a salmon 
material or ribbon; or one with pale yellow walls, tur- 
quoise blue curtains and bedspread bound with rose. 

A new world will open (and will be most welcome 
by displaymen) when one feels at home with color, and 
the merchant will be forced to give outward expression 
to his feeling of satisfaction when he perceives color 
judiciously and correctly employed in his show win- 
dows. The subject is easy and intelligible, even to 
those who are without any specialized knowledge. The 
contributions of others have made simple an erstwhile 
difficult and vexing problem. 


<> 10-00<— 000 


HAROLD NICHOLS NEW DISPLAY MANAGER . 
FOR BLACKSTONE’S, LOS ANGELES 

Blackstone’s, Los Angeles, has a new display manager 

in Harold Nichols, until recently assistant to Display 


Manager Campbell, Hamberger’s. Mr. Nichols assumes 


the post left vacant by the resignation of F. S. Hunter 
who is now engaged in the manufacture of display 
fixtures, 





HALEY’S DISPLAYS WIN ADMIRATION 
What has been generally conceded as one of the most 
interesting and beautiful shoe displays ever seen in Pitts- 
burgh was recently arranged by Phil S. Haley for W. 
Laird Company. Four windows were devoted to the show- 





ing with backgrounds of composition board covered; with 
tw6-inch ribbon matching the color of the shoes on display. 

Mr. Haley, display manager for the W. Baird Co., 
Maintains a constant public interest in his displays and 
is manifesting unmistakably the skill and artistry resulting 
from twenty-two years experience as a display manager. 





C. E. STEVENS CO. IN NEW LOCATION 


C. E. Stevens and Company, one of the oldest houses in 
the country making fine wax display figures, has recently 
moved from the location at 57 West 24th Street, New York 
City, where it was situated for over twenty-seven years, 
to the pent house on the roof of the Terry and Tench 
building, 141 Madison Avenue, New York City. 
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Chicago Monthly Display Review 


Bride and Golf displays accorded great play in Chicago windows—Mr. 
Kagey presents unique and beautiful display in Egyptian atmosphere 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


Fe s HE Chicago window displays for the month 
Om) just ending have left two unmistakable im- 
|-@) | pressions. The first is that June is the 
month of months for weddings, and the second 
impression is that Golf is a great game. 

Of course, it is legal to be married in any other 
month of the year if one just must hurry the event 
along, or hold it off awhile. longer, as the case 
may happen to be. But the correct thing to do, my 
dear, is to get married in June. If you don’t believe 
me, just take a look at the windows! 

And likewise there are other sports besides golf, 
such as riding, fishing, yachting, tennis and even 
baseball; but you really must play golf and wear 
golf clothes if you would be somebody. Look at 
the windows and see if it isn’t so! 

Brides! Brides!! Brides!!! Golf! Golf!! Golf!!! 
That’s the story the windows tell in May. So num- 
erous and so impressive have these windows been, 
that one might wonder just how many girls have been 
influenced to say “yes” by the effect of the window 


displays, when she might have intended holding 


off the answer for a while to look around a bit more, 
before signing up to take from some fellow half 
his freedom and all his income. 


How many men are helped to make the eventful 
decision to “take up golf” through the general and 
compelling window displays of golf clothes and 
clubs in hundreds of Chicago shop windows? 
Wonder windows! 

Mandel Brothers scooped the other State Street 
stores during the past month with a corner window 
that quickly drew such a crowd of interested spec- 
tators that the newspapers sent reporters and pho- 
tographers down to cover the event and find out the 
phers down to cover the event and find out the 
cause of the excitement. 

The corner window at State and Madison 
Streets was used for the eventful display, which 
was a faithful reproduction of an Egyptian wed- 
ding. The main part of the display on State Street 
showed two figures posed as in the act of taking 
the wedding vow. A slave at either side, one hold- 
ing an Egyptian harp and the other an Egyptian 
fan of ostrich plumes. The costumes, posing and 
accessories were faithful, archaeologically, to the 
marriage customs of Tut-Ankh-Amen’s time. The 
companion window to this one, fronting on Madi- 
son Street, was a scene of an Egyptian lady, either 
before or after marriage (I don’t know which) re- 


“Silk Sale” Display by E. R. Dean for The Dayton Company, Minneapolis, Minn. 
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Egyptian Wedding by A. H. Kagey, Mandel’s, Chicago 


clining on a couch, which was a replica of the ones 
so familiar to everyone who has noticed the pic- 
tures of recent trophies uncovered by Lord Carna- 
van. A slave girl, kneeling on the floor appeared 
to be preparing to serve the lady with some choice 
fruits and grapes. The entire display was very 
realistic and very interesting. Display Manager 
Kagey deserves much credit for ideas of reproduc- 
ing such a display as well as for the very successful 
manner in which the idea was worked out. 
Peacock’s Jewelry Store, which is noted for its 
uniformly interesting, attractive and timely displays 
of jewelry, silverware and associated lines did not 
fail to have a series of dispays to both the bride 
and groom. The full sentiment of the wedding sea- 
son was reflected in one of their windows fronting 
on State Street, which was composed entirely of a 
display of wedding rings. As a fitting center piece 
de attraction was a statuette reproduction of John 
Rolfe and Pocahontas in full relief and in natural 
colors. This was backed up by a relief picture of 
Plymouth Church and surroundings done in relief 
and colors. Wedding rings of every age and type 
were displayed, each shown with a printed card 
which told what it was, when and by what people 
used, and other matters of special significance. 
The original “bone” ring of the cave-man days right 
on down through the centuries, showing styles and 
designs of every nation, and down to the modern 










Another Egyptian Setting by A. H. Kagey 
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More Money for 
the Displayman! 


Displaymen throughout the coun- 
try ‘are earning extra money in 
their spare time decorating floats 
for carnivals and home-comings. 


=——a 


New Customers 
for the Merchant 


through the valuable publicity 
they obtain through distinétively 
decorated floats and participa- 
tion in local home-comings. 


———sa 


Let Hulsizer Tell 
You How! 


—for years the leading manu- 
facturer of Artificial Flowers 
and Decorations for Parades, 
Carnivals and Home-comings. 


Send for Catalogs and Prices. 


The Hulsizer Co. 


Des Moines, Ia. 





























UR new General Catalog is just off 
the press and ready for distribu- 
tion. Write for your copy today. 





The accompanying illustrations will 
convince you of the superiority of our 
line, and this is only one of twelve dis- 
tinctive designs we are showing for 
your selection. 


For twelve years we have maintained 
the leadership in Window Display Fix- 
tures on the Coast without a puncture, 
and still going strong. 


We manufacture Display Fixtures 
exclusively ‘n our own factory, which is 
especially equipped for this line of work. 


D. W. Woodruff & Company 


Display Fixtures and Accessories 


860 Howard St. San Francisco, California 





We Specialize in Furnishing 


Lighting Equipment 
Window ‘Displays 


WRITE US TODAY 





(Patented) 


Chicago Stage Lighting Co. 


112 N. La Salle St., Chicago Ill. 


TELEPHONE MAIN 1676 
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platinum and diamond ring of the American gir! 
of to-day. The window has been in for fifteen days, 


and is now attracting quite as much attention and inter- 


est as when it was first shown. 

The Fair, during the third week of May devoted 
their five State Street windows to a display oj 
“Suggestions for the Bride” which attracted much 
merited attention. The large corner window was 
devoted to the bride, bridesmaids, flower girl, all 
represented by appropriately and _ beautifully 
gowned wax figures. At either end of the big win- 
dow were banks of live palms and ferns, adding 
the proper touch of nature to the otherwise natural 
looking and timely tableau. 


Carson Pirie Scott & Co. have a very distinctive 
display of women’s dresses in their State Street 
windows. A large water color painting of giant 
red poppies is hung in the background and was 
perhaps, the inspiration for the entire window. 
Two figures are shown in dresses of different tones 
of red. Each wears a hat of brilliant red which is 
quite in harmony with the dresses and the complex- 
ion (brunette) of the figure. Two cane-trimmed 
Windsor chairs and a settee of the same design, 
painted black and trimmed in red seem perfectly 
natural in the display. At the side of one of the 
chairs is a small side book table with a red porce- 
lain vase thereon, and a few volumes of red leather 
bound books finish the picture. Other windows 
featured special values in timely and seasonable ap- 
parel and accessories. 

The windows of Marshall Field & Co. present an 
authoritative display of summer styles in every 
kind of apparel for men, women and children. 
Special emphasis has been placed on sports clothes 
for both men and women. Riding habits and goli 
apparel, in attractive combinations of style and 
color supplemented by a casual display of some oi 
the accoutrements of the particular sport repre- 
sented. Three State Street windows at this store 
are devoted to piece goods displays featuring sports 
silks. Another very attractive window features a show- 
ing of ribbons as no other store ever shows them. 

The opening backgrounds are still as attrac- 
tive as ever, and they will probably remain in until 
the early fall. Incidentally, why shoudn’t such 
backgrounds remain for an entire season? Espe- 
cially so when they have been prepared at great 
expense, and are just as appropriate for the entire 
season as they are for the opening. The windows 
at other Chicago stores, such as Mandel’s and The 
Fair, are following the same idea. 

It strikes the writer that if this thought were 
emphasized at the time appropriations for a set 
of Opening Windows was being discussed, larger 
appropriations could be obtained for the purpose. 
enabling the displayman to figure on producing 
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Tie Display Invented by Howard Oakland, 
Hoquiam, Wash. 


something a bit more impressive and with an ele- 
ment of some permanency to it. It would seem that 
such a practice would help the displayman to get 
away from mere-makeshift backgrounds that cost 
more than they are.worth for two or three weeks 
use and which are practically of no value afterward. 
It seems to be a thought worth considering, what 
think you? 

May has been a rather backward month for the 
stores in Chicago because of the unusually cold 
weather right up to the last day. The straw hat 
shops flirted with the weather every day after the 
lith of the month, and prayed every night for a 
warm day to follow. Some of the braver spirited 
ones, anxious to get from under the old winter 
derby, purchased a hat now and then, but the ma- 
jority held off. The same condition affected the 
business of all other stores accordingly. It was 
evidenced in their advertising and displays. 













knitted OUTERW ; 
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u get this 
check* ) 


Window Display 


Why not show what you can do in trimming 
successful windows? Prizes aggregate one 
thousand dollars, divided in classifications so 
that every type of store has a fair chance. 
You can't lose, for, even if you do not suc- 
ceed in winning a prize, your Knitted 
OUTERwear display at this time of the year 
is bound to bring increased business. 


The photographs of competing windows 
will be judged by prominent, practical dis- 
play men: Andrew D. Hopkins, of Gimbel 
Bros., Inc., New York; John J. Cronin, of 
L. Bamberger & Co., Newark, N. J., and 
George B. Rooney, of Abraham & Straus, 
Brooklyn, N. Y. Quick action is essential, 
for the contest closes at noon on June 30, 


1925. 


Write today for Rules and Regulations, in- 
cluding Entry Blank. All the required dis- 
play material illustrated in the Regulations 
is supplied free upon request. At the same 
time ask for a copy of the booklet, “How 
to Sell More Knitted OUTERwear.”’ 


knitted OUTERwear Bureaune 
2 East Redwood St.,,“BaltimoreMd. 


Last Call! 


Contest Closes 
June GOth 
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“Old King Cole” 


QUALITY 


Papier Mache 
Papier Mache which can- 


not -be detected from 
bronze statuary except on 
close examination. 


Papier Mache which any 

displayman can use with 

pride in the very best 
windows. 


Full line of Reindeer and 


Santa Claus figures for 
Xmas Toy Departments. 
Clowns and funny faces. 


CAUTION—ORDER EARLY 


The Old King Cole 
Papier Mache Co. 


CANTON, OHIO, U. S. A. 


_ customer, will lose the sale and in some instances the 

















Adding Strength to Chain 


Advertising and window display must be sup- 
ported by efficient force within the store 


By ELLSWORTH H. BATES 


Display Manager, Klemm’s, Inc., Bloomington, III. 










DISPLAY man should feel that one of his 

“ei responsibilities is to draw more people into 

+ the store and thereby produce more of the pro- 
gressively profitable patronage. 

Perhaps I have used the alliteration in these columns 
before, but a second reading is only a fraction of what 
we need to imprint it deep enough into our minds that 
it may not be easily erased, for any concern that can not 
produce progressively profitable patronage is flirting 
with receivership. 

You have, no doubt, read statistics many times tell- 
ing the small number of retail establishments that are 
able to survive or pass the four-year mark of existence. 
Competition must be met with right merchandising 
methods, good store service and efficient salesmanship. 

Now let us revert to the subject, “Advertising Does 
Not Always Sell Goods.” Stores have not yet been 
able to work out a cafeteria or Piggly-Wiggly style of 
self-service, and unless some “Saunders” works out 
some such style of department store there is something 
else of great importance to be considered, and that is 
salesmanship and store service. 

The best that a beautifully worded ad and an 
unusually artistic display can do is to bring the cus- 
tomer to the store and into the department, but if the 
clerk’s salesmanship or the store service fails to func- 
tion properly the customer will not buy the goods. 


It has been found that 45 to 50 per cent of the peo- 
ple who enter a store walk out without having made a 
purchase. With those figures staring us in the face, 
shouldn’t we feel that in a way some of our efforts to 
get them into the store have been wasted, and shouldn't 
we feel some responsibility toward raising the standard 
of clerks’ salesmanship and store service? 

The average advertising or display manager feels 
that his duty has been performed when he has brought 
the prospective customer into the store, and that his 
responsibility ceases there, but, to my mind, every red- 
blooded man of us will concern himself with the prob- 
lems of salesmanship, store service and personnel, and 
use his influence, ideas and suggestions, and offer his 
active co-operation, if possible, to strengthen or 
straighten out every weak link that comes to his atten- 
tion. 
You are all acquainted with that old axiom—No 
chain is stronger than its weakest link—and with that 
thought in mind substitute the word “store” for “chain.” 
The slightest evidence of incivility, inattention, lack of 
knowledge of goods, improper methods of handling 4 
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employes’ training. If not, Mr. Displayman, get on the 
job, do all there is in your power to raise the standard 
of store efficiency. The boss will appreciate your interest 
and, provided there is no one more capable of carrying 
on the work than you, he will in all probability allow 
you to carry on the work in your own manner, and 
watch for results. 

Where I am employed, seeing the need of educa- 
tional and inspirational work, I appointed myself to 
the position and duties of director of efficiency, and 
I find the work very interesting and the firm expresses 
the opinion that the efficiency and morale of the em- 
ployes have been raised to a marked degree, and my 
enjoyment comes with the feeling that I have a double 
satisfaction, that of trying to get the customer into the 
store for goods on display, and also of having helped 
to raise the standard of service and salesmanship that 
resulted in sales and satisfied customers. 

Too few ‘store employes of today are thinking of 
learning more and earning success, and too many are 
thinking of loafing more and dodging responsibilities 
and opportunities. With the proper leadership and 
training in group meetings, they may be inspired and 
fired with a desire to achieve and succeed rather than 
to just exist in the rut or groove that many are bound 
to fall into unless they are shown the wonderful op- 
portunities that are theirs if they merely perform their 
duties thoughtfully and efficiently. It is surprising 
how few salespeople really know their merchandise, 
and what makes that more appalling is to realize that 
that knowledge is the backbone of salesmanship. 





SHILDMYER PRAISED ON DISPLAY WORK 


lra F. Shildmyer, display manager for the Price Cloth- 
ing Co., Marion, Indiana, is the recipient of congratula- 
tions following the execution of an unusual window dis- 
play. Life-size wax figures, representing the screen stars, 
Bebe Daniels and Nita Naldi, formed the central point of 
attraction. 





ALL STORES SUPPORT HEALTH CAMPAIGN 
IN SOUTH BEND 
The Baby Shop, So. Bend, Ind., managed by H. Alberts, 
won first prize in the “Milk for Health” contest, sponsored 
by the Extension department of Purdue university. Chas. 
B. Sax & Company, with an unusually effective presenta- 
tion was awarded second prize. 





NEW YORK CLUB SENDS DELEGATION TO 
DISPLAYMEN’S CLEVELAND CONVENTION 


Members of the Metropolitan Displaymen’s Club at- 
tending the I. A. D. M.' convention in Cleveland ‘include: 

John J. Cronan, display manager, L. Bamberger & Co., 
Newark, N. J; George Rooney, Abraham & Strauss, 
Brooklyn; A. Elder, Saks & Co., New York City; L. Weis- 
gerber, Lord & Taylor, New York City; Wm. Fitzgerald, 
New Brunswick Dry Goods Co., New Brunswick, N. J.; 
L. Tourjee, Stewart & Co., New York City; Lawrence 
McArdle, Orkin’s New York City; George Wihlborg, 
Worth’s, New York City; Herman Frankenthal, B. Alt- 
man’s, New York City; Edward Munn, Franklin Simon & 
Co, New York City; Herman Dultz, Bloomingdale Bros., 
and George Talbot, H. Heymann & Son, Brooklyn, N. Y. 
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Window Trimmers, 
Sign Writers and Retail 
Salesmen Wanted 


The J. C. Penney Company, Inc., needs capable 
salesmen for managers of its new stores. We offer 
to window trimmers and sign writers an opportunity 
to become salesmen, with the ultimate object of be- 
coming managers of our retail stores in which you 
would own a one-third interest—paid for out of the 
profits of the business. 


If you are between 25 and 35 years old, have good 
habits, can give us the highest references and have 
some selling experience in small or medium size de- 
partment store, or in general store work in special 
lines—either clothing, shoes or dry goods, 


We Want You 


While. of course, we want to secure the very best 
experienced men, we are not expecting the superman. 
Experience has taught us that some of the greatest 
successes come from the ranks of average men. We 
believe that every man has within him “that some- 
thing” which will lead him to success if properly 
guided and given the right opportunity. Limited 
experience, plus character, a lot of ambition, indus- 
try and a desire to achieve are the prime factors we 
are looking for in young men. Investigation will 
prove that this is an exceptional opportunity. 


The investment of money is not necessary for your 
success with us. The financial backing of our com- 
pany is ample. What we need are young, healthy, 
vigorous and capable salesmen who are determined 
to go to the top while they have youth and energy. 
We pay you while you are proving your ability. 


Here is our proposition outlined briefly: 


Men come to us first as retail salesmen in one of 
our stores. During the period of proving their ability 
they learn the greater possibilities of co-operative effort. 
Their progress depends upon their ability and effort. 
As our new stores are opened, the managers are selected 
from our sates force. 

When a man makes a success of the management, 
he is sold one-third interest in a new store and becomes 
its manager. He may afterward acquire a partnership 
in other stores which are the outgrowth of the one in 
which he first received a financial interest. To those 
who do not possess the capital to purchase a one-third 
interest in a new store, the money is loaned by the 
J. C. Penney Company and * repaid from subsequent 
profits of the store. 


ne) 5.6 Penny Company, asia in 1902 with 
one store, now operates 371 stores in 29 states, selling 
dry goods, shoes, clothing, for men, women and chil- 
dren, and kindred goods. Our cash sales for 1922 
amounted to $49,035,729. Plans are now being made 
to open 104 additional stores this year. If you have 
had experience in one or more of the above lines, 
it is to your interest to investigate our plan. 


Write today for our booklet, “Your Opportunity,” 
which fully explains our plan. Give your age and 
number of years’ experience in our lines of merchan- 
dise in your first letter. We may arrange for a per- 
sonal interview later. All correspondence strictly 
confidential. 


Address your letters to 
J. C. PENNEY COMPANY, INC. 
Wm. M. Bushnell, Manager of Employment, 
Star Building, St. Louis, Mo. 
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Solving Another Display Problem 


Merchants’ demand for ready-to-install, quality backgrounds with 
essentials of effective beauty, utility and economy met by 





recent introduction by the National Plastic 
Relief Company, Cincinnati, has gone a long 
way in solving the merchant’s background 
problem, made frenquently vexing through reflec- 
tions, inferior and unharmonious settings, to say 
nothing of the expense attached to the seasonal in- 
stallation of temporary backs. For many years 
thousands of merchants sought some display prop- 
erty that would overcome reflections, and present qual- 
ities of appropriateness adaptability and economy. 

Composition board, a most valuable and prac- 
tical material, while serving well its purpose in the 
window has been considered insufficient of itself to 
meet the requirements of hundreds of merchants, 
mainly because of the fact that these stores, in 
greater part, found it beyond the appropriations of 
the respective stores to maintain the services of 
an accomplished window artist, while experimenta- 
tion with local artists failed to bring into the set- 
tings that element which may be considered as the 
necessary something between the artistic and the 
commercial. It was in most cases extremely diffi- 
cult to find the local artist 
knowledge was so defined as to incorporate the 
merchandise idea in the artistic conception. 

Most realize the importance of 
change, of things that are different, and well appre- 
ciate the natural instinct of the American public to not 
only like these changes, but demand them. Hence the 
former’s search for some display property to serve as 
a background for his displays that would meet the 
principles of what is known as display art, with its in- 





whose commercial 


merchants 


introduction of new Plastic Relief products 


sistence on perfection of form, compositicn, color aud 
theme, and at the same time maintain the qualities of 
substantiability, adaptability, utility and economy. 

In other words, backgrounds were sought that could 
be purchased ready to install, with material, design 
and color perfectly adaptable to the lines carried by the 
store in which the setting was to be instailed, this back- 
ground to be sufficiently high class to grace an opening 
display, but so constructed and finished as to allow of 
versatile employment in other displays. 

This requirement has been ideally fulfilled in the 
latest onception of the Plastic Relief Company. It 1s 
another pratical and effectiv: introduction in the intcr- 
est of merchandising efficiency and display development, 
and follows a series of distinctive decorative contribu- 
tions by this well-known manufacturing institution. 
Plastic Relief backgrounds and panels incorporate all 
the essentials of the most elaborate temporary backs 
and panels, with the added advantages of versatility of 
employment, ranging from the temporary use of the 
property to its installation as a permanent unit of the 
show window. Plaster, composition board and wood 
are employed in their onstruction, and are finished in 
duo-tone effect, as caen stone, brick, or accordinz to 
any specific instructions of the purchaser. 


Limited space will not permit of a more detailed 
description of these new backgrounds, but so important 
and valuable do we consider them that our policy coi- 
cerning advertising references is set aside long enough 
to suggest that merchants interested in this new baci- 
ground write for details to the National Plastic Relief 
Company, 416 Elm Street, Cincinnati. 
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Window Setting Employing Plastic Relief Properties 





(Photo courtesy of National Plastic Relief Co., Cincinnati) 
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Aln Nisa of Appreciation 






KNEW that my practical experience as a display man would be a big 
help in the artificial flower field and with a firm determination to offer 
you something new and different—the very latest in artificial decorations 


of every character, I set sail. 


With the anniversary of our first year in 


business, it has proven that our ideas were founded on solid rock. 


I am deeply grateful for the success which has been ours and which is an in- 
centive for our organization to accomplish greater achievements in the future. 


WaLtTeR E. ZEMITZSCH. 


My Fall Exhibit 


will prove a revelation in artistic conceptions nominally priced 


Convention Spaces 18-19 and Sample Room 35 


The Walter E. Zemitzsch Co. 


1617 Washington Ave. 











St. Louis, Mo. 
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Service and [Information Bureau 


The DISPLAY WORLD will be glad to supply the latest authentic information about any- 
thing in the display line in which you are interested. If you do not find your needs listed on this 


blank, write a separate letter. 


If we do not have the information you want on file, we’ll find out 


for you. Avail yourself of our incomparable service facilities without cost or obligation. 
0) Plastic and Composi- [1] Signs—Wood Letter 


OC) Air Brushes 

OQ) Artificial Flowers 

CJ Art Screens 

[} Art Studies 

1) Backgrounds 

O) Background Coverings 
[) Books on Cardwriting 
(1) Books on Display 

L] Books on Draping 

1) Booths and Floats 

{] Brushes and Pens 

(] Cabinets—Revolving 

() Card & Mat Board 

() Card Writers’ Materials 
() Cash Carriers. 

(] Chairs and Seats 

CL) Color Lighting 

C) Counters and Shelving 


_] DO YOU PLAN TO REMODEL YOUR STORE SOON? 


C Decorative Papers 

CL) Display Furniture 

(0 Display Forms 

CJ Display Racks 

1) Dividers—Show 
Window 

() Drawing Boards 

_] Fabrics and Trimmings 

_] Fixtures 

CL] Flags and Banners 

C) Fountains—Display 

CL) Hammers—Window 

(J Lamp Coloring 

CL) Lighting and Equipment 

() Pageants and Exhibits 

[) Papier Mache 
Specialties 

1 Plaques (Window) 


tion Pieces 
[) Plateaux 
L] Plushes and Velours 
L] Price Cards and Tickets 
0) Price Ticket Holders 
CJ Reflectors 
CL) Screens (Background) 
CL] Shoes—Window 
C) Show Card Schools 
_] Show Card Supplies 
1) Show Card Service 
C) Show -Cases 
(1) Show Case Lighting 
{_] Signs and Card Holders 
CL) Signs—Brass and 
Bronze - 
0 Signs—Electric 


(1) DO YOU WISH A COPY OF THEIR CATALOG? 


1] Stock Posters 
C) Stencil Outfits. 
CJ Store Designing 
C) Store Fronts 
(] Time Switches 


LC] Valances 


1 Wall Board 

_}) Wax Forms and Figures 

(] Wickerware Specialties 

(1) Window Drapes 

0 Window Lighting 

[] Window Shades 

[) Window Trimming 
Schools 


OC) Wood Carvings 


(_] DO YOU PLAN TO BUILD A STORE SOON? 
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THE DISPLAY WORLD 


With'the New York Displaymen 


Summer needs strongly in evidence during past month, rivaling bride's 
displays in point of attention-getting value—Notes concerning the men 


By WILLARD D. HART 
Special Correspondent, The Display World 


aA.) HE bride was appealed to by the stores through 
their display windows during the past few 

» | weeks. Realizing that her wedding day is the 
biggest event in the life of a woman, and that she pays 
more attention to her appearance and wardrobe at that 
time than at any other time in her life, the stores 
devoted much precious window space to the bride. 
They played on the vanity of the bride-to-be, and they 
did it in a very appealing manner, presenting her trous- 
seau in novel, artistic, and bewitching settings. 

The windows, however, were not restricted to the 
showing of bridal apparel, but to a varied line of sum- 
mer needs, with stress laid on camping outfits and 
sports apparel. Children’s wear and summer draperies 
and upholsteries also received much attention in the 
allotment of window space. 

A bridal window at Hearn’s was among the earliest 
to appear. They followed it up with another very re- 
cently. A display at Franklin Simon & Co., however, 
adopted the widest variation for its purposes. The 
display here was based on the premise that the fashions 
of 1880 have been re-embodied in those of 1923, and 
the idea has been applied in bride’s costume. In this 
respect a patch poster showing a bridal costume of 
1880 was used. The poster showed a young woman 
arrayed in a costume of whitish material, the upper 
part of which was somewhat plain, lace on the sleeves 
being the most noticeable exception. The skirt was 





completely submerged in draperies, flounces, puckers, 
pleats and ruffles, along with a train and bustle effect, 
and, of course, the time-honored veil. At the right 
of the poster a dress form standing sideways displayed 
a bridal gown which reflected to a considerable extent 
the contour of the garment in the poster. 

At the left of the poster a stand was draped witha 
veil and some orange blossoms. At the right a small 
table held some white gloves and supported a window 
card. A taller stand further back held some slippers 
adorned with white net. Green vines and white flowers 
were festooned across the panels in the background in 
most artistic fashion. 

The display at James McCreery & Co. was one of 
a group of windows displaying silk in the sweet pea 
shades. These windows used panels of white watered 
silk bordered with green vines and sweet pea blossoms. 
In the bridal window the flowers at the sides of the 
panels were white. A full length figure in a walking 
pose and dressed in a bridal costume appeared in front 
and to the left of the panel, which was at the center 
of the background. A bouquet of white pea blossoms, 
green vines, with white ribbon streamers, was carried 
by the bride. She was headed toward a white panel 
on the wall at the right. Metal candlesticks, each hav- 
ing five branches with white candles, flanked the panel. 
Green vines twined about the standards. At the foot 
of the panel there was a low branch, or stool, covered 








Striking and Unique Hosiery Display by Geo. E. Prue, Jordan Marsh & Co., Boston | 
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the red and gold drape on the floor. Four more black 


with white silk. Sweet peas stood along the base of 
the back wall of the window.. At the left stood a floor 
lamp of massive design in brass. It had a brass shade 
with yellow bead fringe. A chair of dark wood with 
tapestry upholstering stood at the extreme left. 


A pleasing simplicity of design characterized the 
bridal display at Orkin’s. A large screen at the center 
contained a painted scene in which green and white 
constituted most of the color scheme. It was framed 
in black. Two panels of white flanked the painted 
screen. These were festooned with vines. 


In front of the right side of the screen stood a dress 
form facing to the right. The train or veil of the 
wedding gown shown on this figure formed a long 
curve which cut across the screen background and 
reached the floor far over at the left. At the extreme 
right ferns and white flowers were banked and a num- 
ber of white lilies rose from the mass of white and 
green. On the floor in front of the ferns stood an oval 
plaque covered with white silk, and on it was mounted 
a doll arrayed in white. A drape of white net was 
puffed around it. At the left of the screen a dress was 
displayed on a stand and hanger. In front and to the 
left was another garment on a low support, and be- 
tween the two garments on the floor was a bunch of 
white flowers. Floor lamps stood at the back in front 
of the white panels. 

An effectively created background added splendor 
to a window of glove silk underwear at R. H. Macy 
& Co., Inc. A curtain of dark brown velour extended 
along the entire rear wall. At the center a narrow 
background was formed of seven ribbons of smoothly- 
blending colors, hanging vertically with edges touching. 
The colors ranged from green at the left to lavender at 
the right, with rose, dark red and yellow noticeable in 
the scheme. At the right and left circular plaques 
hung from the top, attached by tan colored cords and 
gold tassels. The plaques were white, with painted 
scenes in yellow at the left and blue at the right. 


The entire battery of windows at Lord & Taylor 
were recently given over to a display of apparel fash- 
ioned after the “Cavalier” of old. One of the windows 
used in carrying out the theme made five hats take up 
the space most effectively, with little assistance other 
than a rather simple central unit. In front of the back- 
ground stood a carved chest of antique design. It was 
of oak, stained dark, A corner and end of the chest 
showed under a cover of red silk brocaded in gold. The 
cover was caught up at the end and spread outward on 
the floor in front. On the chest a gilded spiral stand 
supported a black hat trimmed with a flowing Cavalier 
plume. Trimming flowers were spread over the base 
of the stand. A white walking stick lay across the top 
of the chest. : 

In front of a white announcement card sat a gro- 
tesque doll in red, yellow and black Cavalier costume. 
Another doll in red and white held forth at the hem of 


THE DISPLAY WORLD 








SPECIAL WINDOW DISPLAY 
MONTHLY PHOTO SERVICE 


of New York Stores, the Style 
Center of America 


Eight all new, up-to-date photos 
supplied all together on one sheet 
14 by 17 inches 


Service No. 

1 Eight Department Stores of different 
e varieties. 

? Eight Ladies’ Ready-to-Wear Display 
e Windows. 

3 Eight Gent’s Furnishing Display Win- 
e dows, varied. 

4 Eight Millinery Windows—Large and 
e Small Stores. 


5 Eight Shoe Store Windows — Dept. 
e Stores—Specialty Shops. 


$ Monthly for each service. State service 
number desired. Send cash, check or 
money order, or write for our sheet giving 
details on 60 other Standard Department 
Store window displays of eight each. 


Worsinger Window Service 
Member I. A. D. M. 
124 West 34th Street New York City 


























INCREASE YOUR SALES 
With This Attractive, Attention Compelling 


Display Card Holder 


for Department and Window Display 














YOUR 
DISPLAY CARD 
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Outside Size, 15x25 Inches ‘a be 








Insures attention to your displays because of its 
novelty and attractiveness. Equipped with metal 
easel—will stand on counter or fixtures. Fine for 
use in window displays. Can be used over and over 
again by pulling out old card and inserting new one. 
Made of No. 1 bass wood, finished in white enamel 
paint. 


SEND FOR PRICES 





48 E. Fourth St. St. Paul, Minn. 
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Does Your Window 
Attract Business? 


Your window is your most expensive salesman. 
Do you help it make sales for you? A good 
window attracts favorable attention, creates de- 
sire for the merchandise displayed, and brings 
the customers into the store. You can help your 
window do this successfully by dressing it with— 


HYDOL SILK PLUSH 


IN THE NEW AND BEAUTIFUL 
RANGE OF COLORS 


IN 24-INCH, 36-INCH AND 
50-INCH WIDTHS 





SAMPLES AND DESCRIPTIONS 
GLADLY SENT ON REQUEST 


Hydol Plush Mfg. Co. 


—ESTABLISHED 1889— 
30-32 West 27th St. New York, U. S. A. 


“Hydol Silk Plush (+ Quality x Service—Price)=Value.” 
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Nude art studies for the use of Artists, Sculptors 
and students, in place of the living model. Black 
and White Photos, 5x7 and 7x10 inches, sharp prints 
from original plates posed to get needed high lights 
and shadows. 
Send 25c for miniature samples. We have over 
500 different poses of many different models. 


SHAW PUBLISHING COMPANY 
44 Boylston St. Dept. E-6 Boston, 11, Mass. 























hats with sweeping plumes were lined up, two at the 
right, two at the left of the chest, the taller of the 
pairs being at the left. Dolls were seated at the bases 
of the hat-stands nearest the chest. Dresses in black 
and gold and in purple and black. At the base of the 
stand at the right lay a black and gold pillow supporting 
a bag and three necklaces. An orange colored stick 
and a pair or two of gloves leaned against the stand 
at the right of the center. 

Louis Weisgerber, display director for Lord & Tay- 
lor, has again been called upon as a judge in a display 
contest. This time it is to judge the efforts of the 
folk of Greenwich, Conn., at a street fair to be held 
in that city late this month for the benefit of the Green- 
wich Hospital,, In addition to Mr. Weisgerber, J. 
Howland Hunt, architect, and Clarence Rowe, an 
artist, have been appointed as judges. 

The windows and exterior of all the large depart- 
ment stores and specialty shops are brilliantly deco- 
rated with city flags and the national flag in celebration 
of the Silver Jubilee being conducted by Mayor Hylan 
in conjunction with the twenty-fifth anniversary of 
Greater New York City. Leading in this direction is 
James A. Hearn & Son, who have their entire window 
backed with a huge banner, reading “Silver Jubilee.” 
A figure dressed in a modern costume and another in 
a costume of twenty-five years ago form the center of 
attraction. Photographs of sections of the city twenty- 
five years ago prove to be the best drawing card, people 
stopping long enough to study them all. 

To show what effects can be secured in window dis- 
play with artistic handling of materials, the display 
committee of the National Merchandise Fair plans to 
have a series of windows in which will be presented a 
series of displays built at the Grand Central Palace 
branch of the fair. The display staffs of a number of 
the big department stores have promised their co- 
operation in this project, and at a meeting of the com- 
mittee recently the details were worked out which 
assure the carrying through of this idea. The commit- 
tee plans to have built a series of from twelve to 
eighteen windows, the exact number to be decided 
later. In these windows the New York displaymen 
will have an opportunity to show their art and skill, 
having at their command any merchandise which is on 
exhibit at the fair. 

The purpose of the exhibit is not to have a contest 
for selecting the most artistic work. It is not primarily 
to sell merchandise. Rather the purpose is to show 
the visiting buyers who will attend the fair, many of 
whom have more or less to do with the displaying of 
merchandise in their own stores, just what can be ob- 
tained by the proper use of materials. 





STARKMAN GOES TO NEW YORK 


D. Starkman, formerly in charge of store and window 
displays for the Paris Store, Los Angeles, has been selected 
to direct the display department of the New York Store. 
Los Angeles. 
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Units Concentrate Interest 


Decision and selection quickened when 
merchandise is displayed in unit groups 


By H. W. WEAVER 
Display Manager, Blach’s, Birmingham 


HILE reading the contents of a recent article 

in one of our leading national magazines, I 
ran across this statement: “There is more than 
one way of trimming a window—there are dozens 
of good ways, and it is ridiculous for everyone to 
follow one way—the poorest reason for showing a cer- 
tain display is, ‘that everybody else is doing it.’ ” 








Display by A. T. Olson, Bodenstein’s, Sheboygan, Wis. 


To me, this statement contains a lot of good 
thought, 
wrong to all things. There are any number of dis- 
playmen throughout the country working on the 
idea of unit displays. Some are successful; others 
are not, and I wonder if quite often the wrong idea 
isn’t instilled in the minds of not only the display- 
men but the merchants themselves. 

It seems to be a common belief among a lot of 
good merchants that “units” require an especially 
trimmed window, that their stocks are too large 
and their display space too costly for such trims. 
‘Tis also asserted by many merchants that unless 


However, there must be a right and 









Display by W. Yeager. Wolf Greisheim, Bloomington 
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“Timberlake” Colored Light Screen 


Lowest Priced Screen on the Market 
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Patent Applied For. 

Colored lighting effects now possible at moderate cost, by 
using “TIMBERLAKE” Reflector Screen No. 754, as shown. 

Fits almost any shape of reflector up to ten inches diam- 
eter, and adjusts itself instantly to different sizes. 

Takes 10x10-in. square colored Gelatine slides, in red, blue, 
green and amber. Combination of these different slides will 
give a wide range of color effects. 

Supplied with or without the colored Gelatine sheets. 

Price per dozen for the Reflector Screen only, without the 
Gelatine color sheets, $6.00. 

Prices of sheets in the different colors, $1.00 per dozen 
sheets. Be sure to specify whether colored sheets are wanted 
and quantity of each color desired, 

These prices are strictly F.O. B. Jackson, Michigan, and 
terms are 30 days net from invoice date, 2 percent 10 days. 


J. B. Timberlake & Sons 
Dept. D, Jackson, Michigan 
SOLE MFRS. 


Manufacturers Store Display Fixtures and Wire 
Specialties 
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An 8-day electric Time Switch that ake 
operates four time a day, will ring elec- 
tric bells and operate motors on siren 
whistles in large offices and factories for 
starting and stopping work morning, 
noon and night. 
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The clock movement is equipped with 
an 11 jeweled Waltham watch escape- 
ment with chronoscape attachment which 
insures accurate time. 


A years’ guarantee with every cloek. 
We specialize in automatic electric timing 
devices. It will pay you to investigate. 


The A&W Electric Sign Co. 


CLEVELAND, OHIO 
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EGYPTIAN 
Window Displays 


The demand for EGYPTIAN decora- 
tions and backgrounds is becoming 
greater every day. 


To meet these demands we have made 
up a very elaborate line of 


BACKGROUND PAPERS, 
FLOWERS, MUMMY CUT OUTS, 
SCENIC PAINTINGS, SHOW 
CARDS, ETC., ETC., ETC. 


A special catalog showing these items 
will be mailed upon request. 


Doty & Scrimgeour Sales Co., Inc. 


“BETTER WINDOW DISPLAYS.” 


30 READE STREET NEW YORK 
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Hunt Pen Co.GindenX/. 


manufacturers - - - Publishers -- - Distributors --- 
=) Speedball / 


Speedball Pens. Speedball Books - 





a window is trimmed quite stocky with a variety of 
merchandise customers are not attracted to the 
store. To a certain extent this may be true. We 
know there are customers who, if they do not see 
what they want, will not ask for it, but, at the same 
time, this character or type of display does not at- 
tract the average customer of fair taste who is 
willing to spend more for his requirements. 

For the store that even requires every bit of 
window space available, it seems as though the unit 
idea is as much or more valuable. It concentrates 
one thing at a time, and creates a desire to own, 
rather than confuse the mind on a lot of varied 
colors, patterns and styles. The power oi con- 
centration, I believe, is obtained more through 
grouping of color harmony rather than contrast, as 
for example, the shirt display. 

With each set of patterns there are, as a rule, 
a variation of three colors. Imagine the effect of 
this display by dividing these shirts into three 
separate units—grouping the colors together. 
Surely an arrangement of this kind has a greater 
effect and much more pulling power. 

Care should be taken in the selection of acces- 
sories. I thoroughly believe that to each unit of 
shirts one set of underwear should be shown, and 
by no means a variety of patterns. Ties will help 
to sell the shirts and vise-versa.. Place a cuff but- 
ton in each shirt sleeve, with a bit of jewelry, hand- 
kerchief, etc., in evidence. Fancy handkerchiefs 
look mighty fine if colors are selected to harmon- 
ize with the shirts. The same idea may apply to 
clothing, hats, neckwear, pajamas, etc. ' 

Decorating pieces such as plush, floral pieces, 
lamps, etc., will give a sufficient contrast or high 
light to enrichen or enliven your displays beauti- 
fully. I have been using this system throughout 
our displays with great success, with the result 
that we are getting far more pulling power than 
is possible through the general display arrange- 
ment. 





RAY GOULD. WINS PRIZE IN ASKIN & 
MARINE CONTEST 
First prize in the window display contest recently 
conducted by the Askin & Marine Company, Atlanta, oper- 
ators of a chain of stores located throughout the United 
States, has been awarded to Ray Gould, display manager 
for the Atlanta store. 





Cc. A. COLLINS LEAVES STANDARD MERC. CO. 

C. A. Collins has resigned as display manager for the 
Standard Mercantile Co., De Ridder, La., to become en- 
gaged in display service work at Longview, Wash. 





OBERNDORFER MADE MANAGER OF FIELD’S 
SIOUX CITY STORE 
J. Oberndorfer, formerly engaged in display work 4t 
Dallas, Texas, has been named manager of Field’s Millinery, 
Sioux City, Iowa. Mr. Oberndorfer, an artist of unusual 
skill will also execute the display plans. 
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Pacific Coast Display Notes 


Outing goods and sports apparel share window space with bride’s 
apparel—Noticeable activity in remodeling of prominent stores 


By DAVE E. ANDERSON 
Special Correspondent, The Display World 





WAJJITH such delightful summer days as Los 
4 Angeles has been enjoying, little wonder that 
#49} everyone showed great interest in the outing 
goods and sports garments which have shared honors 
with the “June bride” as inspiration for many beautiful 





displays. 

The bathing suit window at Hamberger’s depart- 
ment store was most attractive, with almost the entire 
floor space of the window occupied by the pool, around 
which were many flowers, ferns, etc., among the rocks. 
The bathing girl (a very realistic wax figure) was 
posed on the springboard ready to dive, while two 
other girls in attractive beach garments waited on the 
edge of the pool, and a fourth girl was already in the 
water, with just her head and shoulders showing. The 
tiny girl in such a charming frock, with sailboat and 
shovel, was not omitted. 

The outing goods displays, occupying much of the 
window space of the Ville de Paris, were very interest- 
ing. Nothing one could desire for a day outdoors was 
omitted. The golf paraphernalia constituted one dis- 
play, the fisherman’s another, while the motorist camp 
was most inviting. 

The “June bride” windows of the New York Store, 
The Vogue, Bedell’s and Hamberger’s were such de- 
lightful and effective displays, that it was almost im- 
possible to choose the most charming, and at all times 
one could find many, many admirers about the win- 
dows. Trousseau lingerie made a beautiful display in 
the window of Coulter’s Dry Goods Store. Mr. Cook 
constructed a very effective setting for the display, the 
background of which was white chiffon over satin, 


while milady’s dressing table was of a very beautiful 
French period design. 

May 13th being designated as “Straw Hat” day in 
Los Angeles, the week before revealed many unusually 
attractive straw hat displays throughout the city. Sil- 
verwood’s used grass mats, inviting wicker porch fur- 
niture and swings, palms, etc., to complete a very 
attractive display. Small screens of beach views added 
just the proper atmosphere. 

All in all, “Every day in every way they are getting 
better and better” certainly expresses Los Angeles dis- 
plays. This can also be applied to display facilities, 
equipment, backgrounds, etc. Among the many im- 
provements are the new backgrounds and wood carved 
valance of Silverwood’s. The backgrounds are of 
putty enamel finish. In the center of each panel is a 
small wood carved medallion, the design of which is 
the Hart-Schaffner & Marx trade-mark. 

Mullen & Bluett’s Clothing Store, Broadway De- 
partment Store, and Hamberger’s Department Store 
have plans well under way for complete window re- 
vision, new stationary backgrounds, new fixtures, etc. 
The too dark backgrounds in Wolfelt’s Bootery have 
recently been improved with inlaid wood carved panels 
which are beautifully finished in antique gold. 

Fresno, California, has every reason to be unusually 
proud of their new ladies’ apparel shop, the “Wonder.” 
The interior of this store is beautifully furnished 
throughout in mahogany, and modern in every slightest 
detail. The very spacious display windows comprise 
3380 square feet of floor space and are from 9 to 21 
feet deep. The corner window is one of the largest on 





The Progressive Upstairs Shop of Lundquist & Lilly, Seattle, Wash., Described in April Display World 
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COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2.00 


1 No, 12’Pare Sable Rigger... 3... 2c $ 90 
1 No. 8 Pure Sable Rigger___.__......-........ 50 
l'No. 6 Pure Save Bigger... eae ao 
2 2-Ounce Water Color (Red & Black)-_----_- 50 
} Ravint Card. Cutter: 2 
1 Show Card Instruction Book—FREE 

TOTAL VALUB soicscck ses $2.50 

PEN OUTFIT FOR $1.00 

1 Set Specdball Pens... 2 $ .50 
1:2-Qunce Speedball Ink_..-...--.--.-.-. =. 25 
1 Speedball Instruction Book-__-~___.-_____-- 15 
i: Dpdbie end’ Penholder: 2 2 15 
1 Set (12) Round Writing Pens____--__-_-___- .20 

TPT AG. VA En oe ne $1.25 


These Outfits will be Sent Prepaid 


Arthur CF. dioerauf ©Co. 


Sign & Show Card Supplies 
525 Woodward Ave. Detroit, Mich. 
Send for Illustrated Catalogue 

















LEARN TO PAINT 


SIGNS OR SHOW CARDS 


I will teach you by mail until qualified. Big oppor- 
tunities—Sale cards—Banner signs used in enormous 
quantities. Three separate courses—Sign Painting, 
Show Card Writing or Commercial Lettering. Old- 
est and Largest school of its kind. 
Write for complete 
particulars. Address 





























DISPLAYETTES 
have 1000 display uses. Adjustable to any 
position. Made of Nickeled Wire. 
No. 103-—Per’ doz......00s00t6en $2.50 
No 202—Per doz.............. $7.09 
(05 No. 302, complete with detach- eset 
ale 1. Pere: i010. c4sen $5.00 | 


Order from your Jobber or direct. 
DISPLAY FIXTURE .CO., 105 Monroe St., Chicago | 























APPLIED ART STUDIOS 


Papier Mache Window Display Decorations 
FLOATS, EXPOSITION EXECUTIONS 








359, West 42nd Street Longacre 7307 New York 
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Display by C. W. Johnson, Fraser-Paterson, Seattle 


the Pacific Coast and affords unusual advantages for 
effective display. 

The “Wonder” is considered by electrical engineers 
to be the most effectively illuminated women’s apparel 
shop in America. In the window there is a’ double 
bank of lamps and racks for color screens. The banks 
are adjustable to any angle, making it possible to spot 
any subject. The large window is also equipped with 
disappearing footlights which will kill any undesirable 
shadows. In the “Wonder’s” electrical equipment 2200 
lamps are used, 24 m'les of wire, 360 switches, 240 
convenience outlets, 85 horsepower in motors, repre- 
senting a total installation of 150 kilowatts, which is 
equivalent to 200 horsepower. To carry this immense 
load it was necessary to install.a special transformer 
vault in the build'ng, served underground at 2300-volt 
pressure. Behind the windows is a four-foot runway, 
which is equipped with auxiliary signal system, which 
makes it possible .to gain a very rapd.. action on the 
windows. Soi 

C. H. Urich, display’ manager for the “Wondet” in 
their old location, has been made store superintendent, 
which is only another instance where the training in 
the. display department has fitted a man for a splendid 
executive position. B.C. Hampton, formerly with Mr. 
Rowley at the Emporium in San Francisco, is in charge 
of the display department. Mr. .Hampton’s opening 
windows plainly showed his artistic ability. However, 
his “Raisin Day” window was most unique and very 
attractive. A black velvet panel placed in the large 
corner window formed the background of the display. 
On the floor was a round mat’ of black felt, 10 feet in 


‘diameter; over which was a sunburst of ‘silver: 


V 
refle 
just 
actin 
crea: 
real 
tion, 
to f 
it w 
spre 
ture¢ 

A 
Ligh 
and | 
the i 
meet 
men, 

Ki 
Refle 
porta 

“y 
at nis 
wind 
a me: 
of pe 
inatic 
The s 
some 
ber ¢ 
tay e 
Tests 
readil 

“it 
dise ; 
by flc 
Oratiy 
as at 
interi 

“O 
to wa 
to nee 
unit. 





5 


‘eattle 


res for 


pineers 
upparel 
double 
» banks 
to spot 
d with 
sirable 
nt 2200 
as, 240 
repre- 
hich is 
amense 
former 
00-volt 
unway, 
which 
on the 


der” in 
endent, 
ling in 
plendid 
ith Mr. 
charge 
ypening 
ywever, 
id very 
e large 
display. 
feet in 


THE DISPLAY WORLD 71 


NEW X-RAY FLOOD LIGHT MOST 
VERSATILE WINDOW ESSENTIAL 


One of the uppermost problems in the correct lighting 
of show windows is how to overcome annoying reflections 
so prevalent in plate glass windows. Many show windows 
are practically rendered useless during many hours of the 
day when the greater amount of shopping calls for the 
greatest efficiency. Illuminating engineers say that the 
only way to kill these reflections is to increase, by arti- 
ficial means, the intensity of light in the window. The 
intensity of these reflections will vary, of course, with the 
location, exposure and time of day. 





X-Ray No. 33 Window Flood Light 


What is considered the best means of overcoming these 
reflections is found in the new Show Window Flood Light, 
just introduced by the National X-Ray Co. While counter- 
acting the effects of reflections this new Flood Light in- 
creases the intensity of light in the show window. The 
real purpose, the outstanding feature of this new introduc- 
tion, however, as it appeals to displaymen is its ability 
to foeus attention on a single article by high-lighting 
it with a beam of light. Instead of the glance being 
spread over the entire window it is centered on the fea- 
tured item, 

A color frame, fastened over the mouth of the Flood 
Light, will produce the color illumination in the display, 
and this provision is bound to enhance the popularity of 
the invention since color lighting of displays is at this time 
meeting the popular demands of the progressive display- 
men, and will, undoubtedly continue in favor. 

Kenneth Curtiss, a director of the National X-Ray 
Reflector Company, brings out a most practical and im- 
portant feature of the new Flood Light when he says: 

“While it is true that much window shopping is done 
at night, is it not equally true that more people pass your 
windows, hurriedly, perhaps, in the daytime? Would not 
a means of attracting the attention of this greater number 
of people be extremely valuable to you? Colored illum- 
ination in your windows during the daytime is the answer. 
The splash of color, particularly red and amber, focused on 
some featured article, would stop a surprisingly large num- 
ber of passersby. Amber especially gives a golden sun- 
tay effect in.contrast to the remainder of your window. 
Tests have proved that color in a window attracts more 
readily than ordinary illumination. 

“It is not necessary to use colored lighting on merchan- 
dise alone. Many original, artistic effects can be gained 
by flood lighting artificial flowers, plaques and other dec- 
oratives. Color lighting is just as effective during the day 
as at night, and is equally adaptable to windows and 
Interior departments. 

“Oftimes your windows grow slightly dark, not enough 
‘o warrant the burning of big reflectors, but dark enough 
to need a little artificial light. Thén use your flood lighting 
unit. Not only will it‘illuminate and feature your “leader,” 
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SHO-CARD BOARD 
is 


DULL COATED 


Works with THE ARTISTin PRODUCING ATTRACTIVE SIGNS 
THE 22 COLORS ARE SUPERB,MANY OF THEM ENTIRELY NEW 
WHITE-IVORY- TAN-GRAY-LIGHT BLUE-LIGHT GREEN-LAVENDER 
BLACK-NEW BLUE-TROPICAL GREEN-SHETLAND GREEN-TANGERINE 
TURKEY RED-COCOA-OX BLOOD-ROYALPURPLE-BEAUTY PINK 
OLDROSE-BUTTERCUP YELLOW GULF BLUE-TERRACOTIA CASCADE BLUE 
SEND FOR FREE SAMPLES 


HURLOCK BROS COMPANY~ 


3436-38 MARKET ST. PHILADELPHIA 






























What the “Passerby” 
Thinks of you 4) 
or Your Store ° 

largely depends on your 


Show Cards and Window 
Backgrounds. - 


Don’t Let Your Displays 
Destroy Public Confidence 


Advertise 


make yours so attractive that 
they create a desire to buy 
and like a magnet—fairly pull 
the Customer “IN.” 








A Paasche Did It! 





A Parrot Can Talk But He’s No Salesman 
Some Signs—Show Cards Don’t Even “Talk” 
PAASCHE AIR BRUSHES make Your 
Display So Good They Tell Your Story 


to Your ‘““Tomorrow” Customers! 
WRITE FOR CATALOG 


Saliche Ar Sauk Co: 


1902 DIVERSEY PARKWAY CHICAGO 
Makers of Air Brushes—Accessories, Acknowledged the BEST. — 
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Show Card Writers 
Supplies 


Every show card and sign writer knows the 

‘mportance of good tools and materials. We 

have made a specialty of these goods and have 
just issued our latest 


| === | Catalog No. 38 | 
i Card Writers 


and 
Sign Painters | 
Supplies | 
Chock full of 
useful information 
about 
Colors 


Brushes 
Gold Leaf 
Bronze Powders 
: = fully illustrated 

| WRITE TODAY—SEND FOR A COPY 


GEO. E. WATSON CO. 
“THE PAINT PEOPLE” 














Brushes 
Geo. E.Watson Co. 


“THE PAINT PEOPLE” 
62 W. Lake St. Chicago Ill. 
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62 W. Lake St. Chicago, IIl. 






























Oe Standard School 
of dettering is —~ 


r <i \\ed Up till Fa])/ 


The personal attention 

iven to our students 
limits our enrollment to a small num- 
ber compared to the applications on 
file Our waiting list will absorb 
our summer enrollments To get in 
on our fall classes starting 1n Septem. 
ber you should write us today and 
make your reservation 


Send coupon below for turther nforma- 
tion on Our Practical Course indlettering 
and Show Card Writing 





School of lettering 
6433 Ravenswood Ave.— Chicago, I1l 








] would like further information on your course of 
Instruction in dettering and Show Card Writing— 


Name 
St No. 











City 
Occupation 











but it will throw enough light to brighten up your entire 
display and still save the cost of burning the reflectors. 
In small windows the flood light unit furnishes all the 
illumination necessary, saving the cost of reflectors, yet 
giving the many advantages of the center spot beam.” 

The new flood light is furnished complete with swivel 
supporting base, socket, holder, reflector, color frame and 
four pieces of colored gelatin—red, blue, green, and amber. 
It is 11 inches high over all and has a diameter of 115% 
inches at its widest part. All metal parts are finished 
in X-Ray green. It is used with a standard 200-watt Mazda 
“C” lamp. 





LIGHT CAN INCREASE WINDOW VALUE BY $18 
PER HOUR AT EXPENDITURE OF 10 CENTS 


The retail merchants of Riverside, Cal., were addressed 
recently by Robert Eltringham, manager of the California 
Electrical Co-operative Campaign. Mr. Eltringham intro- 
duced a novel departure by inviting the merchants to a 
vacant store on Seventh St., where a special lighting outfit 
was installed and a window display of fabrics arranged. 

The demonstrator declared that by actual test and check 
the value of a show window in a large city can be in- 
creased $18 an hour through an expenditure of less than 
10 cents an hour for additional light. 





LIGHTING AUTHORITY PREDICTS WINDOW-LESS 
BUILDINGS FOR FUTURE 


The downtown building as well as the factory of the 
near future is destined to be without windows, and will 
depend upon artificial means for light and pure air, accord- 
ing to officials of the Nela Park research laboratories of 
the General Electric Company, Cleveland. 

“Interior lighting for every working purpose has been 
perfected to a stage where it even surpasses daylight,” said 
Dr. Matt Luckeish, of the laboratory. 

According to Dr. Luckeish, preliminary findings in the 
research work have demonstrated that daylight actually 
costs more to factories, office buildings, museums and pub- 
lic buildings than electric illumination. “We congratulate 
ourselves on our free sunlight,” said Dr. Luckeish, “yet 
we pay dearly for it. In the first place, buildings securing 
most of their illumination through window panes show 4 
heavy ledger item for replacement of glass and general 
maintainance of cleaning, as well as for sills and window 
frames. 

“Secondly, we have discovered by actual tests that ina 
large number of buildings the loss of heat is 25 per cent 
over that in buildings having no windows. 

“Thirdly, there is the tremendous cost incidental to the 
fading of decorations and the cost of removing the large 
quantities of dirt and soot that blow in through windows 
each day.” 





A. W. BENNEST LEAVES FAHEY-BROCKMAN 


A. W. Bennest has resigned as display manager for the 
Fahey-Brockman Co., Seattle, Washington, and has moved 
to Edmunds, Wash., where he will operate a display 
service. 





PACIFIC COAST DISPLAY MANAGERS 
VISIT EASTERN DISPLAY CENTERS 


H. C. Pettit, display manager for Robinson’s Depatt 
ment Store, Los Angeles, and Frank Maxwell, director © 
displays at Frederick & Nelson’s, Seattle, Wash., have 
turned to their respective stores after an extensive bust 
ness trip to New York and other eastern markets. 
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Card by A. J. Ritter, B. R. Baker, Co., Toledo, O. 


DEMONSTRATIONS FEATURE MEETINGS 
OF CONNECTICUT DISPLAYMEN 


H. Alenier, display manager for Shartenberg & Robin- 
son, New Haven, presided at the last meeting of the Con- 
necticut Display Men’s Association, held at the Stratfield 
Hotel, Bridgeport. Demonstrations were made by Anthony 
Ficelo, Frankin’s, Inc., Waterbury; Frank Antenassi, Shart- 
enberg & Robinson, New Haven, and C. R. Atkins, D. 
M. Read Co., Bridgeport. The next meeting is scheduled 
for Waterbury, following the convention of displaymen 
now meeting Cleveland. 





BUFFALO DISPLAYMEN FEATURE AD-CLUB 
EDUCATIONAL MEETING 


The progressive Buffalo Displaymen’s Association pro- 
vided the program features at the June 4 meeting of the 
Greater Buffalo Advertising Club, held in the ball room of 
the Hotel Lafayette. Of particular interest were the ac- 
tual display demonstrations in which living models assisted. 

E. M. Beach, of the advertising and publicity depart- 
ment of the Westinghouse Lamp Co., New York City ad- 
dressed the meeting which was in charge of E. D. O’Dea, 
former president of the Buffalo Display Men’s Association, 
and a present executive in the Greater Buffalo Advertising 
Club. 

HENRY HUNTER HAS FINE CERTO DISPLAY 

Henry Hunter is being freely congratulated on his 
recent window display in his Greensboro, N. C.,: store, 
featuring Certo products excellently tied-up with the 
national advertising of this paper. 





Gabe Wortham, Bradford, Pa., introduced an unusual 
display feature recently when he arranged a_ striking 
display of millinery, each hat being made from some item 
irom the hardware department. 


Card by A. J. Ritter, B. R. Baker Co., Toledo, O. 
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“Glad to Meetcha!!” 


Of course we'll be at the annual 
I. A. D. M. meeting—parked right at 
Booth No. 30 Mezzanine floor, where 
our hand-shaking brigade expects to 
keep busy. By the way— 













if you haven’t received your copy 
of our new Catalog No. 10, which 
is a regular encyclopedia about 








Def 


Reg. U S. Pat. Off. 
BRUSHES 48D SUPPLIES 


then write’us today. Or get your 
copy at the convention. 






















Quality counts most, after all—Catalog 
No. 10 makes that fact plain! 


Bert L. Daily 


126-130 E. Third St. 
Dayton, O. 
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Crescent Brand Boards 
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More than Twelve Thousand 
Gordon Books In Use 





BECAUSE Wm. Hugh Gordon’s “Lettering for Com- 
mercial Purposes” gives the letter-craftsman just 
the practical help and assistance he needs and ap- 
preciates. It is written in supremely simple style. 


BECAUSE it is thorough and complete, carrying a 
world of information that holds and thrills the 
seasoned artist as well as the student. 


BECAUSE it is modern, containing page after page 
of new and practical letter styles and combina- 
tions, a guide from fundamentals to finish, inspir- 
ingly beautiful and always thoroughly practicable. 


BECAUSE in its text it gives substantial, worth- 
while, practical professional information, gleaned 
from twenty-five years experience in various 
branches in the field of lettercraft. 


BECAUSE it is a book one lives with, the prized 

book of modern instruction for the card writer, 
poster artist, displayman and lettercrafter. Gor- 
don’s book is as enduring as his art. 


CHAPTERS 


Modern Lettering—Classification of Letters and Types— 
Some First Principles in Lettering—Brushes and Pens for Let- 
tering—The Potentiality of a Show Card Writer’s Brush—First 
Principles in Show Card Writing—Arrangement and Balance in 
Show Card Lettering—Diagrammatical Analysis of Letters— 
Rapid Single and Double Stroke Numerals—Economy of Motion 
as an Aid to Speed—Modification of Type Faces Adapted to 
Brush Work—Italics for Speed Lettering—Speed Limit in Let- 
tering Show Cards—Fundamentals of Speed Work—‘Poster 
Styles” of Lettering—New Alphabets vs. Old—The Show Card 
and the Show Card Man—lIllustrative Stunts for Show Cards— 
Motion Picture Titles and Their Preparation. 





Bound in blue Vellum DeLuxe Cloth, Cover Stamped in 
Gold—220 Illustrations, over 100 of them page 
alphabet plates 


PER When orderedin BOTH 
$3.5 copy Sameeeie a FOR $4. 50 


The Display World. 























THE DISPLAY PUB. CO., CINCINNATI, O. 


Enclosed find $_-.---------- TO PAY FOR 


C] The Gordon Book. 


_] The Gordon Book and a full year’s subscription to 
The DISPLAY WORLD. 








Es, See UNE Be mer PT eco orE eS) State 
pat-s NOTE—If remitting by check add 10c for exchange. 
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Show Card Lessons 


Study of design necessary in planning show 
cards—A few suggestions for cut-out work 


By B. A. RAINWATER 
Specialist in Card Writing, St. Louis, Mo. 








qua,” some very educational dincouirace: These particu- 
lar men are not of the L. L. D. or the R. F. D. type, 
either, but men who have received their degrees from 
the letters they have gracefully flung from the “tip of 
the brush.” The displayman card artist is going to get 
a “double header” at this convention, because the 
Cleveland battery of displaymen are “puttin’ on’ an 
exhibition game, and on their home grounds, too. 

New ideas in great numbers will be released, and in 
the hands and minds of displaymen will change form 
and multiply. Suggestions will be rampant, initiative 
on its toes, problems will be solved, results taken back 
with us, and from whatever angle we are interested in 
the display world the best men will be there to exchange 
thoughts. 











































A Suggestion for Effective Card Ornamentation 
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The study of design in all branches of display re- 
quires much concentration, and this fact includes our 
card department. Take the fancy cut-out show card. 
Random cutting of beveled edge curves will easily dis- 
count a card, and it requires judgment of design to 
know when to stop cutting. It’s as important as the 
architectural lines of window backgrounds,. 











Example in Relief Paste and Stencil Ornamentation 


Card No. 1 gives a lesson in the art of using relief 
to obtain a touch of the decorative aside from using 
brush and paint. The horizontal line and two square 
dots at top of card are cardboard, and a card ornament 
is placed in center. In proportion to the strong appeal 
this card has, there is less effort required in its simple 
construction than the majority of cards requiring twice 
the labor to equal this simple design. 

Card No. 2 gives a lesson in the art of using relief 
paste in connection with stencils. In this particular 
card the stencil was cut to trend with curves at top of 
card. Place the stencil, after mixing relief powder with 
water to a thick paste, hold it in position and stipple on 
the paste in openings of stencil with brush. Then lift 
stencil from the card and apply a small extra amount 
of heavy paste in the center of stencil. Now press your 
ornament in this extra paste, and with a small piece of 
cardboard tip on sparingly gold and green bronze pow- 
der, which will blend togethér on the wet paste. When 
paste has become hard dust off surplus bronze. 
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Cool Colors 


OR best pret use coal ee colors 
this summer. The wide range 

of Nat-Mat Cardboards permit you 
to select the colors of cardboard 
most adaptable to your summer 


displays. 
The Nat-Mat sample book 
will be sent you without 


cost. Send for it today on 
your business letterhead. 


Meet Nat-Mat in Booth 
24 at the Cleveland Con- 
vention of the I. A. D. M. 





| 
Nafional Card, Mat & Board Company 


* Manufacturers 


4318-36 Carroll Ave. Chicago, IIl. 
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My new 1922- 
23 catalog answers 
the price question. 20 
years expefience in low price 
making—Everything you need for Chas. J. Strong 
shop or studio—Write today for your Founder 


copy. 
SUPPLY DEPARTMENT 


Detroit School of Lettering 


514 GRISWOLD ST, DETROIT, MICH, 

























CARD WRITERS 
FREE CATALOG y.c cz; 


Your Copy 
Over 100 pictures of Brushes and Sup- 
plies. Address Desk W-23. 


DICK BLICK, Msgr. 
Galesburg Illinois 











SILK FLAGS FOR THE DISPLAY MAN 
TASSELS, CORDS, TRIMMINGS 
D. C. HUMPHRYS CO. 


Founded 1874 
PHILADELPHIA, PA. 








Special Flags Made 
909 FILBERT ST. 
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Get This Guaranteed Dividend Paying 


Investment! It Draws No Salary! 


The “STENCILOR” will enable you to make your own 

Showeards, Streamers and Price Tickets quickly, neatly 
and accurately. Any clerk can make better than 
hand lettered cards with our apparatus. 


Samples of “Stencilor” made-cards yours for the asking 


Display Material Company 


191 PEARL STREET, NEW YORK, N. Y. 


“STENCILOR” (Between Maiden Lane and Cedar Street) 














THE FASHION FLOODLITE 
WITH CENTER SPOTLITE BEAM 


This inexpensive unit will flood your window with colored or white light, 

and at the same time concentrate a spot of light on any article you may 

want to bring into prominence—the possibilities for beautiful lighting 
effects are unlimited. 

Made of aluminum (non-breakable)—Inside highly polished—Outside japanned. 


Complete with color-frame—Five sheets assorted color gelatine—Five feet of 
cord and plug. 


A PRODUCT OF 
THE FASHION FLOODLITE CoO., Inc. 
2-4-6 CEDAR ST. (Showroom 33 Union Square) NEW YORK 


“Attractive Windows 
Increase Sales’ 


WRITE FOR LITERATURE 
AND PRICES 
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Nien Wanted Positions Wanted For Sale Wanted Buy 


HELP WANTED 


WANT TO SELL 


WANT TO SELL 





A REAL OPPORTUNITY 


A large and progressive manu- 
facturer of display fixtures and 
store equipment is in need of a 
live-wire traveling representative 
with following; who can suggest 
ideas and close sales. To an ex- 
perienced and able man we are 
in position to offer an exceptional 
opportunity. We also have an in- 
teresting proposition for local dis- 
play service men. Address 


“HS.” 
Care The DISPLAY WORLD 





We are in the mar- 
ket for a few sec- 
ond-hand grotesque 
creations or me- 
chaniaal devices for 
a Hallowe’en win- 
dow trim. All 'et- 
ters answered. Ad- 
dress A. B., care 
The Display World. 











BEARD SYSTEM, 
Broughton, Ill. 
Specialist in high-grade Show Cards— 
single or in quantities. Mail orders a spe- 
cialty. Write for prices. 
W. F. BEARD 


FOR SALE 
Walters’ Fit-Rite & Sta-On Fleece 
Lined’ Elastic Cloth Window 
Slippers for Displaymen. Saves all 
damage to merchandise if stepped 
on, or injury to hard wood floors of 
delicate carpets. Fits any shoe. 
Has a taped elastic top, will wash. 
Pair -75c; one-half dozen, $4.00— 

Postage Paid. 


(Patent Pending) 
J. M. WALTERS, Mfr. 


220 South Benton Way 
Los Angeles, Cal. 














WANTED 
A Window Display Man who can design 
and trim windows and miscellaneous dis- 
plays, for a large manufacturer in New 
York State. Address 
G. S. 2508, 
220 Broadway, New York. 














FOR SALE—Walters’ Ideal Pocket Ham- 
mer for displaymen. 4% inches long, 
nickel plated. In the hand'e is_ con- 
structed an arrangement for withdrawing 
pins, tacks and nails; also a a screw 
driver on the end. Patented. Price 85c, 


postpaid. j| M. WALTERS, Mfr., 
220 South Benton Way, Los Angeles, Cal. 








“Window Trimming and Mercantile 
Decorating,’”’ $12.00 

The four bound books, new and unsoiled, 
1706 pages. Instructions easily followed, 
every detail fully illustrated. Backgrounds, 
draping, trims, decorating — everything 
clearly taught and explained. The com- 
plete International Correspondence School’s 
course, 12.00; cost $120.00. 


J. MESSINGER, Sherrill, N. Y. 





























sece 
low 
all 
ped 
s of 
hoe. 
ash. 











401 Beckel Bldg. 





THESE MEN ATTRIBUTE SUCCESS 
TO HONEST, GENIAL CONTACT 


Displaymen throughout the Northwest have enthusias- 
tically received Fred C. Waters, president of The Twin 
City Decorating Co., Minneapolis, representative of The 
Schack Artificial Flower Co., Chicago, and covering that 
territory in the combined interests of the above mentioned 
organizations. 





FRED C. WATERS WALTER STENSGUARD 


Mr. Waters, who, associated with Mr. Hier, controls 
the Twin City Decorating Co., has firmly established him- 
sc't with displaymen because of his genial and magnetic 

rsonality and has long since been acclaimed as one of 
the most popular salesmen traveling the northwest territory. 
With the important addition of the popular Schack line 
of artificial flowers Mr. Waters’ success should be most 
gratifying to himself and a host of friends. 

Walter Stensgaard is another Schack representative 
boasting a multitude of friends gained through genial, sub- 
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ONLI-WA WELCOME TO CLEVELAND 





THE ONLI-WA FIXTURE COMPANY 


Originators and Manufacturers of Our Own Wood Fixtures 


THE ONLI-WA—THE BEST IN FIXTURES 


LILLE 











“a 








The Onli-Wa 
Fixture Company 


Welcomes 


all DISPLAYMEN to visit their 

Display at the Convention where 

New designs of Fixtures and 

Forms will be open for Inspec- 

tion. A look incurs no obligation 
to buy. 


Booth 34 and 35 


Salesmen to SERVE YOU 


B. L. HULL—Indiana, Illinois, Ken- 
tucky and W. Virginia. 

J. E. VERMILION—Ohio, Northern 
Indiana, and Southern Michigan. 

FRANK C. FOOTE—Pennsylvania. 

J. H. DE WEESE—President. 





























Dayton, Ohio 
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stantial sales methods. Previous to affiliating with The 
Schack Artificial Flower Co., he was a most enthusiastic 
worker in the development of the Kansas Association of 
Display Men. 





DIRECTS KAUFMAN-BAER DISPLAYS 


Stewart S. Stevens has resigned as display manager for 
the Pettis Dry Goods Company, Indianapolis, to accept a 
simi!ar position with Kaufman & Bear, Pittsburgh. Mr. 
Stevens has long been identified with progressive retail 
stores and his unusual display conceptions have gained 
for him an enviable reputation in the display profession. 
He is an artist of exceptional merit with unusual aptitude 
for the executive post such as he will now direct. His. work 


with Kaufman-Bear will be closely observed by his friends. 

















DESCRIPTIVE WE ARE DESIR- 
FOLDER AND OUS OF PLAC- 


SPECIAL SKETCH- ING OUR LINE 
wmovrosce. WALANCE& DRAPERY CO. ("7.55 
WITHOUT OBLIGA- a LIVE WIRE 
TION. PLEASE 


| 
. SALESMEN OR 
seno crass 326 Superior Av.,N.W. wincow ser. | 


MEASUREMENTS 


iF convenient. Cleveland ’ Ohio 72% lone. 
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USE ILLUSTRATIONS 


with the 


“SELLING PUNCH” 


The kind that put your story over 
at a glance and adequately supplement 
the sales appeal of your advertising. 


ZINC ETCHINGS 


i ome Dow a 6-73 


225 W. FourtH St. 
CINCINNATI. O. 


HALF TONES—ZINC ETCHINGS 
PROCESS COLOR PLATES FOR 


Cuubies Folders, Booklets, Broadsides, 
Envelope Stuffers, Sales Cards, 


Newspapers and all forms of 


ADVERTISING 


Write for Information and Prices 























PRESIDENT OF BOTANICAL DECORATING CO. 
IN QUEST OF DISPLAY IDEAS IN EUROPE 


L. M. Selig, president of The Botanical Decorating 
Company, 208 W. Adams St., Chicago, sailed from New 
York on the steamship Homeric, which left port May 26, 
Mr. Selig, who is accompanied by Mrs. Selig, is bound for 
Europe where an extensive period will be occupied in the 
search for things that are new in artistic conceptions. 

That service which has so distinctively characterized 
the Botanical Decorating Company for a quarter of a cen- 
tury leadership in the artificial flower industry prompts 
this journey of its founder and director and frequently has 
the trip been made twice a year for the purpose of intro- 
ducing to the display profession distinctive embellishments. 

Displaymen and merchants benefit greatly through Mr. 
Selig’s foreign buying trips and his return from the present 
journey will be anxiously awaited by those cognizant of 
Mr. Selig’s unusual ability as manifested in his artistic 
selections. 





EASTERN DEMAND FOR WESTERN WAX 
FIGURES NOTED. BY L. E. OATS 


An interesting communication has just been received 
from L. E. Oates, manufacturer of wax figures, Los 
Angeles, in which he evidences much enthusiasm over the 
general acceptance of his wax figures by leading Eastern 
display managers. Mr. Oates says: “The Eastern demand 
for our figures is growing very rapidly, and it -has become 
necessary for us to materially increase our staff of artists 
and move our studios into larger quarters. 

“The reason for this popularity,” says Mr. Oates, “is 
undoubtedly attributable to the fact that the best artists 
of the counry are available in Los Angeles and are to be 
found in great nunbers because of the atmosphere the 
western coast offers. Then too, Los Angeles has the most 
beautiful women in the world from which to model, and 
most noted artists predict that Los Angeles is destined to 
be the art center of the world, and why not,” asks Mr. 
Oates, “with the best tributary elements most favorable to 
a natural studio?” 

The advertisement featuring the Oates Wax Creations ap- 
pears on another page of this issue and the announcement 
of this successful organization should have the attention 
of every displayman and merchant. 








DEMAND FOR GASTHOFF PRODUCTS 
FORCES FACTORY EXPANSION 


The constantly increasing demand for decorations and 
novelties manufactured by J. F. Gasthoff & Co., Danville, 
Ill., has made imperative larger manufacturing facilities of 
this nationally known company. Present facilities, © but 
recently completed, provide for quantity production in 
paper, cloth and silk decorations and novelties, papicr 
mache, etc. Displaymen will do well to become acquainted 
with Gasthoff Service and attention is directed to their 
announcement -in this issue. 





PRACTICAL POCKET HAMMER FOR THE 
DISPLAY MANAGER 


The “Walters’ Pocket Hammer,” the ingenius concep- 
tion of J. W. Walters, Los Angeles, in finding its way 
into display departments not only in this country, but 
throughout the world. This simple little hammer was 
originally designed for use in the display department where 
its inventor spent thirty-five years in charge of display 
work, but its versatile practicability has brought demands 
for it from varied sources including the housewife, motor- 
ist and mechanic. 
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You Need This Pilot, Too, 


For Perfect and Varied Color Harmonies 


No matter how many times the big ships cross the oceans, when they near port, the skill and 
expert knowledge of the Pilot is employed. The wise Display Manager does not finally select 
color combinations for his windows without the guidance of those qualified to know 


the consumer appeal of the merchandise and a practical accurate 
method of determining whether the colors employed are harmonious. 
The Taylor Color Harmony Chart will ‘‘pilot’” your displays, clear 


of all color difficulties 
into the Port of Har- 
mony. 
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Franklin Simon Co. 
Bonwit & Teller 

Best & Company 
John Wanamaker 
Saks & Company 

R. H. Macy & Co. 
Bedell Company 

A. I. Namm 

Fred’k Loeser Co. 
Russek’s 

Worth, Inc. 

Lord & Taylor 
Bloomingdale 
Duffy-Powers Co. 
Marshall Field 
Mandel Bros. 

Stix, Baer & Fuller 
Famous Barr Co. 
Nugent & Co. 
Daniels & Fisher 

A. T. Lewis D G. Co. 
Hochschild, Kohn & Co. 
Monnig Dry Goods Co. 
Wm. F. Gable Co. 
Abraham, Strause Co. 
Kaufman’s Big Store 
Olwin Angell Co. 
Bowman & Co. 

A. Harris & Co. 
Miller & Rhodes 
Burgess Nash Co. 
Jorgenson-Blesch 
Luckey-Platt & Co. 
Halle Bros. 

Kaufman Straus Co. 
Ashton Dry Goods Co 
Berkson Bros. 

Burgess Nash Co. 





SOME WELL KNOWN STORES. USING 
THE TAYLOR COLOR CHART 


T. Eaton Company, Ltd. 


Abe C. Levi 
J. J. Diskon 
Hearn’s 
H. E. Bartlett 
Scruggs-Vandervort 
Straus & Sons Co. 
Strumph & Company 
Shephard Stores 
Thalheimer Bros. 
La Salle & Koch 
Thompson-Belden Co. 
The Bailey Company 
Denecke Company 
Ashton D. G. Co. 
Joslin’s D. G Store 
. W. Hale Co 
ale Bros. 
Bamberger 
Wolf & Marx Co. 
Strawbridge & Clothier 
N. Snellenburg & Co. 
Schoonmaker & Co. 
R. H. Muir 
Wm. Filene’s Son Co. 
Wolf & Dessauer 
Block & Kuhl Co. 
Foncieataet Company 
ettibone-Peabody Co. 
Sibley-Lindsay Curr Co 
Jordan Marsh Company 
Denver Dry Goods Co. 
John M. Smyth Co. 
— Gutman & Co. 
aul Steketee & Sons 
Brager Dept. Store 
Rike-Kumler Co. 
Selfridge & Company 





Patented Chart—Size 22 x 2% 
reinforced with linen 
back. Shows 96 colors—popu- 
lar and standard—3 masks— 


inches 








one sheet of Pictorial instruc- 


tions. Complete, $15 Postpaid 


Taylor Chart instantly gives big choice of har- 


monious combinations for every color named ) P 
on Trade Color Cards. It leaves nothing to haz- Ye 
ard or luck. a 

; ad ee 
No books to read—readily understood—solves vy Jy 
all Color Harmony problems without delay and m2 P oe 
experiment: “Less cost, less labor, greater ease s ss vo" 
than the old way. Ss 7. Sess 
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Ready Reference for Readers 





\ classified list of representative concerns serving the display industry and inviting patronage through advertising in The DISPLAY WORLD 


ADVERTISING CUTS 
ART REPRODUCTION CO 


BERT L. DAILY 

DETROIT SCHOOL OF — 

ARTHUR F. HOERAUF & CO 

PAASCHE AIR BRUSH CO 

ARES, Be, AO MID, oo ininisin sod sup ainies s Kap aebanedavansevasae RpE 72 


ARTIFICIAL FLOWERS 
L. BAUMANN & CO 
BODINE-SPANJER CO Back Cover 
BOTANICAL DECORATING CO............... Inside Back Cover 
DOTY & SCRIMGEOUR SALES CO 68 
PUL. AR Terres” PIs CO... ido casves coveescees 57 
ie" COREE, GODS oss Mea eee ka ce Seana Cite bodes twas eiaues 39 
J. PEP on Ate CIE Se SS eerie: ce eet aie sat 51 
Shae K ARTIFICIAL FLOWER CO 
WALTER E. ZEMITZSCH CO 


ART SCREENS & BACKGROUNDS 
L. RAUMANN & © 
BODINE-SPANJER C 
DOTY & SCRIMGEOUR SALES CO 
NATIONAL PLASTIC RELIEF CO 


ART STUDIES 
SHAW PUBLISHING CO 


. BACKGROUNDS 
NATIONAL PLASTIC RELIEF CO 


BACKGROUND BOARD 
NATIONAL PLASTIC RELIEF CO 


BOOKS ON CARD WRITING 
BERT L. 


THE DISPLAY WORLD 
DETROIT SCHOOL OF LETTERDI 
ARTHUR F, HOERAUF & CO.. 
GEO. E. WATSON CO 


BOOKS ON DRAPING 
THE DISPLAY WORLD 


BRONZES, FROSTINGS & METALLICS 
GEO. E. WATSON CO 


CARD AND MAT BOARD 
CHICAGO MAT BOARD CO 
RERT L. DAILY 


HURLOCK 1 
NATIONAL 
GEO. f 


ARD WRITERS’ SUPPLIES 
CARD WRITERS’ SUPPLY C 
CHICAGO MAT BOARD CO 
BERT L. DAIL 
DETROIT SCHOOL OF 
ARTHUR F. HOERAUF & CO 
HURLOCK BROS. COMPANY. INC 
NATIONAL CARD, MAT & BOARD CO 
GEO. E. WATSON CO 


COLOR LIGHTING. LAMPS & ee 
FREDERICK A: POR 6 60 ess hel he cd RS a csae eevee oe 
CHECASSO SU AAs, Pe Re COOL. savscasass ce enwdaasaneeonts 
DISPLAY STAGE LIGHTING CO 
F gg ee  Seepageaaieee co 
I. P. FRIN 
NATION AL X-RAY REFLECTOR CO Inside Front Cover 
jg Ep YS ig & 6 SR Se are ner oS aN, Rae Peed ie 


COLOR SCREENS 
J. BR. TUMBRRGARE BBM is ise edges teed lick ovreeats 67 


DECORATIVE FABRICS 
CALCUTTA BURLAP CO 

DECORATIVE PAPERS 
DOTY & SCRIMGEOUR SALES CO 


DISPLAY BOARDS 
HURLOCK BROS. COMPANY. INC 


DISPLAY FIXTURES AND EQUIPMENT 
BROWN Gar co 
D . > sk 


D. W. WOODRUFF 


DISPLAY FOUNTAINS 
NATIONAL PLASTIC RELIEF CO 


DRAPERY MATERIALS 
CALCUTTA BURLAP CO 
HYDOL PLUSH CO 
WINDOWCRAFT VALANCE AND DISPLAY CO 
DRAWING BOARDS 
HURLOCK BROS. COMPANY, INC 


DISPLAY PHOTOGRAPHS 
WORSINGER WINDOW SERVICE CO 


DISPLAY PICTURE FRAMES 
PEERLESS FRAME & MOULDING CO. 


FLAGS AND BANNERS 
D. C. HUMPHRYS 


LETTERING PENS 
HUNT PEN CO 


LIGHTING EQUIPMENT & FIXTURES 


N ATIONAL X-RAY REFLECTOR CO 
NATIONAL PLASTIC RELIEF CO 


MINIATURE BILLBOARDS 
BYRNE DISPLAY SERVICE 


OPPORTUNITIES FOR DISPLAYMEN 
THE J. C. PENNEY CO 


Leyrlig— MACHE DECORATIONS 
MESSMORE & DAMON 
OLD KING COLE PAPIER MACHE CO.. 
. SENTELL 


PLUSHES & VELOURS 
CALCUTTA BURLAP CO 
HYDOL PLUSH CO 


PRICE TICKETS a CARDS 
DOTY & SCRIMCEOUR SALES C 
BERT L. DAIL 
HURLOCK BROS. COMPANY. INC 
NATIONAL CARD, MAT & BOARD CO 


READY-TO-LETTER SHOW CARDS 
THE GAGENIER (0O....5.......0.-SRRMMNs «2060900 ae anne 4 


REE 
L. BAUMANN & C 37 


SIGN STENCIL PROCESS 
DISPLAY MATERIAL CO 
SPECIAL DISPLAY FEATURES 
MESSMORE & DAMON 
SPECIAL WINDOW DECORATIONS 


L. BAUMBIIN (Be MO nie oes cs ssc csccc oe pee Mase xc 6d 6 : 
BODINE-SPANJER CO ack Cover 
NATIONAL PLASTIC RELIEF CO 3 


TIME SWITCHES 
A. & W. ELECTRIC SIGN CO 

URNS AND VASES 
CATA Oe, cove, eo tern isdn esvestaxdddopassedewsdsn eee 37 
NATIONAL PLASTIC RELIEF CO 3 


, VWALANCES 


WALLBOARD 
HURLOCK BROS. COMPANY, INC 


L. E. OATES 
c 
Wax FIGURE REPAIRNG 
ARTHUR H. PRIEST 
WINDOW AND BOOTH DECORATIONS 
APPLIED ART: STORIOB. 650 ilies uc. taco oven cube 70 


WINDOW DISPLAY CONTEST 
BROWN SHOE CO 
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Display by Wm. Stewart for Lyon & Healy. Chicago. All Decorative Effects furnished by Bodine-S panjer.3 


in the French Room of the Winton Hotel 


I. A. D.M. Convention : Cleveland | 


featuring 
Fall and Winter Decorative Concelfiene by 
Country’s Foremost Designers and Artists 


$ 
}©) 
DESIGNERS AND MAKERS OF ORIGINAL DECORATIONS 


1160 Chatham Court : . * Chiaed 


The Only House in the Country Equipped to 
Give Complete Service to the Display Profession 
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